








WHC 


E MAGAZINE FOR WHOLESALE ELECTRICAL DISTRIBUTORS AND THEIR SALESMEN 





DECEMBER 
1935 





- You Can Build 
— Sales With That 





Fans to clean thoroughly the casing of a 


7 
“ 

“Re renewable fuse shortens its useful life. Point 

out to prospects that imperfect cleaning costs 

many extra casings — that a casing which is easily, 

thoroughly cleaned is far more apt to be cleaned. 


There are no obstructions to cleaning in a Jeffer- 
son-Union casing. The volatilized metal can be 
removed — easily, quickly. The fibre used is the 
strongest and toughest that long experience has 
found. And the fusible link is designed to reduce 
the amount of metal volatilized to a minimum. 
Misaligned or twisted fusible elements — an- 
other cause of ruined fuses — are avoided with 
Jefferson-Union Fuses. They cannot be assem- 
bled wrong. Many renewals, minimum yearly 
fuse costs are assured by Jefferson-Union Renew- 
able Fuses. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
Canadian Factory: 535 College St., Toronto. 
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@ Industrial plants are buying new equipment — replacing 
the old and obsolete — building additions! 


The illustration shows only one corner of a large factory, 
but thirty-one Square D Combination Automatic Starters 
is a nice order for any electrical house. This plant is entirely 
equipped with Square D switches, panels and motor con- 
trol—a good many hundred units. The selection of Square 
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D is based on experience—dependable service and low 
maintenance cost. 





Square D switches and panels are well known to electrical 





wholesalers everywhere. Square D motor control is an equally 


profitable line, if you are doing an industrial business. Clase SOUEE, Sine #, rodineen- eeu 


Square D has district sales and engineering offices in all starter. This unit consists of a Square D, “50,000 


industrial centers. The Square D men are always ready to Series," industrial type, disconnect switch enclosed 


cooperate in sales or engineering work. It will pay to call in the same cabinet with a Square D (Industrial 


, Controller Division) Automatic Starter. It provides 
in a Square D man. , 
low-voltage protection, thermal overload protec- 
tion, and remote control from a push-button station 


mounted at the machine. 


GQUARED) 





‘SQUARE J] COMPANY 


DETROIT yogpMILWAUKEE CALL IN A SQUARE D MAN 
weet tae NN S”™UCWWRLUETSCUCCCOOON SIN 


SQUARE OD COMPANY, INC., LOS ANGELES, CALIFORNIA 
SQUARE 0 COMPANY CANADA LTO. TORONTO, ONTARIO 














Three Point Distribution 


wholesaler to retailer, contractor, or indus- 

trial user—has for many years been recog- 
nized as the most efficient and economical method 
for moving goods from the manufacturer to the 
ultimate consumer. 

During the depression, however, many manu- 
turers have added a fourth step to the distribu- 
tion process. They have supplemented the whole- 
salers’ stocks with local warehouse stocks owned 
and maintained by the manufacturer. These 
manufacturers’ local stocks have proved to be one 
of the principal causes of the unstabilized market 
conditions now prevailing in the electrical indus- 
try, especially in the eastern states. Their exist- 
ence encourages the manufacturer to seek a larger 
number of wholesale outlets and to recognize as 
distributors firms that are financially irrespon- 
sible, who lack business experience and who, 
because they are not equipped to render a com- 
plete wholesaling service, are compelled to under- 
sell the local market, operating as brokers and 
not as warehousemen. 

For the past few months we have discussed this 
situation from the wholesaler’s viewpoint. In 
this issue we present an impartial review, by Prof. 
Frederick, of the manufacturer’s viewpoint. 
There are three reasons, he finds, for the exist- 
ence of these local stocks: (1) To supplement 
the wholesaler’s warehouse stocks, as insurance 
against lost business because goods are out of 
stock. (2) To meet the competition of local 
manufacturers. (3) To offset the hand-to-mouth 
buying brought about by inadequate wholesalers’ 
stocks. 

The importance of the second reason is prob- 
ably over-emphasized. There may be a few spe- 
cific localities where the manufacturer of a certain 
product may find a local stock necessary in order 
to meet a situation of this kind, but such cases are 
exceptional and this phase of the problem is of 
relatively minor importance. 

The first and third reasons cited by the manu- 
facturers concern the ‘size and completeness of 
wholesalers’ stocks. Manufacturers blame hand- 
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to-mouth buying by the wholesalers. Whole- 
salers, on the other hand, tell us there is no need 
for increasing their own inventories as long as 
local manufacturers’ stocks are available. How 
can this apparent deadlock be broken? 

The wholesaler certainly will not build up his 
own inventories without some incentive or some 
definite assurance from the manufacturer. This 
incentive can be in the form of an adequate dif- 
ferential, established and enforced by the manu- 
facturer and applying to all shipments out of his 
local stocks. 

This differential should be sufficient to make it 
profitable for the wholesaler to build up his own 
stocks to a point where he becomes independent 
of the manufacturer’s local stocks. This differ- 
ential should also be sufficient to destroy the com- 
petitive advantage now enjoyed by those who are 
conducting a brokerage business on a purely price 
basis, picking up their requirements from the 
manufacturers’ local stocks. An adequate dif- 
ferential, if rigidly enforced, would soon drive- 
these parasites out of business. The legitimate 
wholesaler would then secure more business, and 
at a fair profit. As a result, he could afford to 
further increase his own inventory and the need 
for these local manufacturers’ stocks should soon 
disappear. 


F THE manufacturers do their part by estab- 

lishing and enforcing such differentials, will the 
wholesalers accept their responsibilities by again 
building up their inventories and completely per- 
forming their function as warehousemen? Will 
the wholesalers do their part in stabilizing the 
local market by refusing to give away the profits 
provided for them by the manufacturers’ sug- 
gested schedules? They must, if we are to pre- 
serve our three point method of distribution: 
manufacturer to wholesaler to contractor or 
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PARACORE SAFECOTE 
BUILDING 
WIRES ANDICABLES 


EONITE 
WIRES AND CABLES 


ALL GRADES OF 
RUBBER INSULATIONS 


RUBBER POWER CABLES 
OF ALL DESCRIPTIONS— 
PLAIN—BRAIDED— LEADED 


“U.S.” ROYAL HEAVY DUTY 
PORTABLE CORDS 
AND CABLES 


FLEXIBLE CORDS OF ALL 
TYPES: ZIPCORD, 
RUBCORD, USCORD 


RUBCO LINE OF 
PACKAGED CORD SETS 


BARE AND WEATHERPROOF 
WIRES AND CABLES 


LAYTEX INSULATED WIRES, 
CABLES AND CORDS 
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A COMPLETE LINE OF BETTER 
ELECTRICAL WIRES AND CABLES 


A Real Opportunity for 





Profitable 


@ It will pay you to go over care- 
fully the thirteen pages of “U.S.” 
products in the 1935-1936 Buyers’ 
Reference Edition of Electrical 
Contracting. Here are the out- 
standing products in their field, 
carefully assembled in a volume 
you should always keep within 
reach for ready reference. This 
is, of course, the one guide that 
electrical contractors regard as 


Business 


absolutely essential in their selec- 
tion of equipment. Its distribu- 
tion covers the entire contracting 


field. 


When you see the Buyers’ Refer- 
ence Edition, note particularly 
the exclusive features offered by 
“U.S.”—mark the many sales 
advantages that only “U.S.” 
products provide for you. 


For your convenience this same information was re- 
printed in a handy pocket-size catalog, copies of which 
will be mailed to you upon request. 


WIRE DEPARTMENT 


United States Rubber Products, Inc. 
1790 Broadway, New York, N. Y. 


= _United States Rubber Company 
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Costs. Differentials, Taxes 


Wholesaling problems and wholesaling trends as discussed 
before the Boston Conference on Distribution for 1935 


By R. S. ALEXANDER 


Assistant Professor of Marketing, 
Columbia University 


OST wholesalers, as well as most manufacturers, 

still go after the business of all accounts, elimi- 

nating only those of such doubtful credit stand- 
ing that selling then must be placed in the same 
category of business activity as betting on horse races 
or shooting crap with veteran sergeants in the regular 
army. The result is a mad scramble for accounts and 
volume with practically all considerations of costs and 
profit thrown into the discard. The classic example 
was uncovered by the Department of Commerce and 
involved the efforts of a group of wholesalers and 
manufacturers of food products who collectively 
throughout a given year spent an average of $21 per 
day in selling a certain retail grocer $7 worth of goods 
per day. This is an extreme case, but it illustrates what 
is happening pretty generally in a less pronounced 
fashion. 

Some wholesalers have departed from this practice 
by refusing to accept the business of certain types of 
customers or by soliciting their business less fre- 
quently or in a less expensive manner. Such selection 
of customers has usually been made on the basis of 
the buyer’s annual volume of purchases or of the size 
of his orders. Numerous firms will not accept orders 
whose value is below a certain minimum—say $10 or 
$20. Others have followed a policy of not soliciting 


orders from any customer whose annual 
purchases fall below a certain figure. 

These bases of selectivity are per- 
haps better than none at all, but 
they are far from ideal. It is not im- 
possible to lose money on a big account any more than 
it is on a little one—and you can lose a lot more of it 
and get rid of it a lot faster dealing with the big cus- 
tomer than with the little one. 

A wholesaler, like every other business man, is—or 
should be—in business to make a profit. Customers 
should therefore be selected on the basis of their profit- 
ability to the wholesaling firm. But no house can choose 
its accounts on this basis unless it knows its costs of 
operation for specific customers and for particular lines 
of merchandise. Such knowledge in turn involves a cost 
accounting system far more detailed than that now em- 
ployed by the average wholesale concern. At the same 
time it is equally certain that most of these firms could 
profitably do more of this kind of work than they have 
been accustomed to do. In the process they are apt to 
glean some interesting and profitable sidelights on the 
general efficiency of their methods of operation. 

Certain limitations must be set upon the principle 
of selective selling itself. For instance, an unprofit- 
able account may not always remain unprofitable. 
Specific decisions in applying the principle to individual 
customers cannot be made entirely on the basis of facts 
and figures. They must be tempered by judgment, 
good sense and experience. In many cases the applica- 
tion of the principle should involve the use of such 
devices as working accounts by mail or by telephone 
rather than by salesmen, staggering salesmen’s calls 
and other similar practices rather than the dropping of 
customers from the books. 

















“If wholesalers and independent retailers cannot stand on their own 


feet and perform more cheaply than can anyone else some indis- 
pensable service, then they no longer deserve to continue to exist as 


business establishments. 


to perform such service is by using their brains and energies to do it, 
as many of them have done and are doing, and not by trying to hide 
behind the taxation petticoats of the state and national govern- 


ments.”’ 


The way for them to prove their capacity 


the precaution of submitting to a 
good lawyer every written document 
dealing with the matter and going out 
over his signature. It is cheaper to 
pay a lawyer to keep one out of 
trouble than to pay him to get one out 
of trouble. 

In spite of these limitations this 
bid for the establishment of a whole- 
sale differential probably constitutes 
a weapon of great potential value to 
the wholesaler in his fight to maintain 
his place in the distributive sun. Just 





ERY recently there has been a determined attempt 

by wholesalers to induce the manufacturer to give 
some practical recognition of the functions which they 
perform in distribution. To be practical this recogni- 
tion must be expressed in terms of the prices charged 
by manufacturers for their goods, or of the groups of 
buyers to whom they sell them. 

There seem to be in common use five bases upon 
which sellers differentiate in price among the different 
buyers to whom they sell. These are speed and cer- 
tainty of payment; the amount bought; the bargain- 
ing ability of the buyer; the position and function of 
the buyer in the distributive system, and the amount 
and character of the sales promotional work done by 
the buyer for the seller’s goods. These are listed in 
the probable order of the extensiveness of their use by 
selling concerns. It will be noticed that price differ- 
entials based upon distributive position and functions 
of the buyer are well down on the list. 

In a number of wholesale trades there has developed 
a determined drive to increase the importance of and 
spread the use of this type of discount. This drive 
first commanded public interest when, under NRA, it 
took the form of a demand that the so-called “differ- 
entials” clause be inserted in the basic wholesaling code. 

A number of wholesale trade associations in the 
meantime have been experimenting with non-legisla- 
tive methods of attaining the same end. These experi- 
ments are all based upon the idea of publicizing to the 
members of a given wholesale trade the selling policies 
of the manufacturers of the goods handled by that 
trade. The good business sense of the individual whole- 
saler is then relied upon to induce him to buy only from 
those sources which employ a discount policy that is 
favorable to him. 

It is highly improbable that the wholesalers in any 
trade will so concentrate their patronage with the 
manufacturers allowing differentials as to make the 
plan successful unless they are from time to time 
urged to do so by some central body. It is in this 
process that the operators of these projects are espe- 
cially apt to step across the line which separates the 
legal from the illegal. If they make no effort to 
achieve concerted action in buying, and if, as is highly 
probable, such combined action does not occur natu- 
rally, the plan fails. If, on the other hand, they at- 
tempt to induce concerted action they are in constant 
danger of violation of the anti-trust laws. Any 
trade association executive who is charged with the 
operation of such a scheme would do well to observe 
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how potent it may be depends entirely 
upon him and upon those of his rep- 
resentatives and agents charged with actively operating 
the plans developed. 

During the past few years wholesalers and their in- 
dependent store customers have become much more 
active politically. Largely through their efforts 18 states 
have levied special discriminatory taxes on chain stores. 
They have not been neutral in the struggle for the 
enactment by several states of the so-called “Fair Com- 
petition” or price maintenance laws which restrict the 
price policies of the chain systems operating within 
these states. It is an open secret that certain groups 
among them have had a hand in bringing about the intro- 
duction into Congress of the Patman Bill which, while 
it contains certain desirable features, is undoubtedly 
designed to limit the buying power of the chain store as 
well. Of these the most significant is the chain store 
taxation movement. 

There may be justification on the ground of human- 
ity for the proposition that the abler and stronger 
members of the human race should be saddled with 
the burden of maintaining the weaker and less efficient. 
But there seems to be no justification either on the 
basis of fairness, expediency, or humanity for a pro- 
posal to tax all persons alike, the poor along with 
the rich, the weak with the strong, the failures with 
the successes, in order to preserve the existence of any 
group of business establishments. The true purpose 
of business and of the concerns engaged in it is to fur- 
nish goods and services to the general public under 
convenient circumstances and at the lowest possible 
cost to the public. 


F WHOLESALERS and independent retailers can- 
not stand on their own feet and perform more cheaply 
than can anyone else some indispensable service in the 
process of doing this job, then they no longer deserve 
to continue to exist as business establishments. The 
way for them to prove their capacity to perform such 


service is by using their brains and energies to do it as . 


many of them have done and are doing and not by trying 
to hide behind the taxation petticoats of the state and 
national governments. It is, perhaps, proper that from 
time to time the taxing power should be used to protect 
men or better their condition, but it is not proper for 
that power to be used either to keep in existence ‘or 
benefit institutions of any kind except in so far as those 
institutions have shown themselves most efficient in 
serving men. Within reasonable limits the natural 
forces of competition will reward such efficiency with 
continued existence without governmental action. 


bl 
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Through the medium of a large and at- 
tractive fixture and appliance display 
room, which materially cuts down the 
inventory load for their dealers and con- 
tractors, Jno. E. Graybill & Co. have 
Pa. 


branch, a simple but effective plan for 


developed, at their Lancaster, 


Selling the Dealer’s 















® This Display Room 
"eile to the Peli 







Opes f vrnangs by Appartment 















_ thru the Courtesy Thra the Courtesy 

- Electrical Dealer Electrical Dealer 

> or Contractor or Contractor 
WE DO NOT 

:- SELL RETAIL 

_ Hours 8A.m. to Spm. | Sat. 8AM. to I2moon 


Customer 





EALERS and contrac- 
tors who are customers 


of Jno. E. Graybill & 


Chis will introduce, 


customer’s name and signed 
by the dealer furnishes the 
introduction. 





Co., Lancaster, Pa., have come 
to know that the salesman is 
not merely talking when he 


offers to actually help them in - 
- igned 


Please extend all courtesies. 
hank You! 


Please check whether a charge ( ), or cash ( ) sale. 


On the door, as the customer 
enters, is a sign emphasizing 
the fact that the display room is 


Elect, Deal solely for the convenience of 








selling merchandise. His 

words are backed with a aan 
o . EST. 1008 

proven plan of action. — 








Gros & CO. 31.33, waTeR st. 


Graybill dealers. The~ sign 
further explains that the com- 
pany does not do a retail 


BRANCH WHSE. 


INC. 1904 LA TER, AA. 








The plan itself revolves 
around the large display room 
for fixtures and appliances 
located at the front of the firm’s new headquarters at 
220 Prince St. J. A. Hall, manager of this department, 
has culled the warehouse for a sample of every appliance 
and fixture that the company handles and has arranged 
them into an unusually attractive display. 

Each dealer and contractor is furnished with a supply 
of cards giving the name and address of the Graybill 
company. Whenever the dealer is out of stock on an 
item ; whenever the customer wants something a little out 
of the ordinary that the dealer does not stock, or when- 
ever the customer seems dissatisfied with the dealer’s own 
selection of merchandise, the dealer sends him down to 
the Graybill display room. One of the cards bearing the 





The customer’s card of introduction 


Two views of the fixture and appliance display room with a complete display of small appliances in the center 


business. 

If the dealer comes with his 
customer, he is free to use the 
display room as if it were a part of his own store. When 
the customer comes alone, however, Mr. Hall does his best 
to make the sale. If he is successful, the transaction is 
completed then and there. The customer pays the retail 
price and the dealer is credited with his usual discount. 

With such a display room at his service, the dealer has 
less of an inventory problem, yet he does not lose sales 
because he is short of a complete line. Furthermore, it 
provides two sales attacks on the more difficult customers 
in place of the usual one. It also gives Graybill a better 
insight into the selling ability of their dealers and the 
type of stocks that they should carry. With this informa- 
tion, the salesmen are able to work more intelligently. 
















The firm’s sales policy is clearly stated on the doo 


























By O. FRED ROST 


Marketing Editor, 
“Business Week” 


ALK to any British electrical 

wholesaler, ask him some such 

questions as one, wholly fa- 
miliar with the business would ask, 
and you might think that some 
American member of the clan were 
answering. 

In fact, aside from using a notice- 
ably different accent of the King’s 
English, he would voice the same 
grievances, the same criticisms, the 
same proposals for improvements 
that have filled the convention halls 
of NEWA ever since 1908 when 
members of the old ESJA were in- 
vited by the Department of Justice 
to walk the sawdust trail and 
emerged from the wringer, muchly 
chastened, as the present noble ex- 
ample of unselfish cooperation. 

But actually our British brothers 
have much less to kick about than 
we have over here. To be exact, 
they are enjoying complete freedom 
in practicing those privileges and 
pleasures that members of the Old- 
timers Club of the present NEWA 
sought to exercise until Uncle Sam 
suggested that, since they liked to sit 
behind locked doors, those of At- 
lanta or Leavenworth might be sub- 
stituted in the public interest. 

You see, “ovah the-ah” they have 
no anti-trust laws. 

Imagine that, in this year 1935 
dignified George Cullinan, straight- 
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shooting Joe Johannesen and 

resourceful Fred Eiseman, in 
the regular order of business as rep- 
sentative wholesalers and members 
of the association could sit legally 
as judges to decide the merits of a 
complaint about price-cutting. 

Imagine that the evidence pre- 
sented by the group of accusing 
wholesalers proved conclusively that 
manufacturer “A” and wholesaler 
“X” had entered into a conspiracy to 
break down the price schedule on 
commodity “L,”’ and that the 
“judges” convicted them on 15 dif- 
ferent “counts.” 

Imagine that the “judges” im- 
posed a “fine” of $7,500 on the 
manufacturer and $5,000 on the 
wholesaler and that those fines really 
were paid into the coffers of your 
association. 

Or imagine that price schedules of 
manufacturers were adjusted by 
agreement between manufacturers 
and wholesalers and that violations, 
if proved to the satisfaction of those 
“judges,” could result in fines of 
$1,000, $2,000, $3,000, that the 
wholesaler would have to pay, if he 
wanted to maintain his status. 

You say “too much imagination” ? 

True in this country it’s all imag- 
ination. No one would dare to do 
those things here, but—they can be 
and are done over there. 


No Outsiders Allowed 


Those British wholesalers have a 
mighty neat arrangement with the 
manufacturers of certain identical 
goods, such as cable, for instance. 
They have in force a binding agree- 


(\o- *\ British Wholesalers 
Have Their Troubles. Too 


Although permitted by law to enter into price 
maintenance agreements, electrical wholesalers 
in England are compelled to meet the competi- 
tion of non-electrical outlets which cannot be 
controlled. Accounts 


receivable average 90 


days and utility rentals handicap appliance sales 


ment on prices and the manufactur- 
ers sell only to members of the 
wholesalers’ group— no outsiders 
are allowed. 

Price-cutting complaints are fol- 
lowed up vigorously and, if anyone 
is caught, the agreement is cancelled 
at once and the wholesaler finds 
himself without a source of supply 
until he makes his peace with the 
powers that be, pays his fine—if any 
—and thereby qualifies for rein- 
statement. 

And there is some real “velvet” in 
this set-up, that materializes like 
this: Throughout the year the manu- 
facturers pay a fixed percentage of 
their sales in cash into the treasury 
of the wholesalers’ group. Then 
the latter appoints a rebate commit- 
tee which distributes this bonus 
fund to members on the basis of 
purchases made, with only a small 
deduction to cover operating and 
handling charges. Of course, the 
amounts of such bonus payments to 
individual wholesalers vary greatly, 
but it is interesting to know that not 
infrequently you would have to use 
five figures to write its equivalent in 
American dollars. 

They also have a mighty useful 
arrangement with lamp manufactur- 
ers. There is no cumbersome con- 
signment arrangement to burden the 
process of selling lamps. ELMA, 
the “short” for the Electric Lamp 
Manufacturers Association, pub- 
lishes a “List of Graded Buyers” that 
is carefully prepared in cooperation 
with all interested parties. It is a 
book, an inch or more thick, in 
which every important buyer of 
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lamps is listed, giving the territory 
in which he is located, type of lamps 
required and prices and discounts to 
which he is entitled. Then any 
wholesaler or dealer who has a con- 
tract with ELMA must, and gener- 
ally does, quote that customer the 
prices given in the buyer’s list. 

However, it is not easy to get on 
ELMA’s list as a wholesaler. Be- 
fore ELMA appoints a wholesaler, 
it submits the application and par- 
ticulars to the wholesalers for ap- 
proval. They investigate the candi- 
date, his general standing and trad- 
ing reputation, financial status, value 
of merchandise stock, and general 
fitness. If the wholesalers approve, 
that ends it. If they disapprove, 
and ELMA objects, the latter can 
call for a conference at which both 
sides are obliged to submit their evi- 
dence, after which a mutually agree- 
able decision is reached. 

Thus, these British wholesalers 
have a chance to keep down active 
competition without having to worry 
about legal complications. 


Handicapped by Utilities 


Unquestionably, this portrayal of 
certain activities that may be carried 
on in Great Britain with impunity 
has created the impression with most 
of my gentle American readers that 
Great Britain should rank top as the 
wholesaler’s earthly paradise. 

Such conclusion would be justi- 
fied, if the things which American 
industry wants to do, but is afraid 
to do, because of the anti-trust laws, 
really were all that they are cracked 
up to be as builders of industrial 
peace, prosperity and profits. 

Unfortunately, actual experience 
in the British wholesaling field has 
demonstrated that the contrary is 
more often the case. 

Those rather “tight” and ideally 
organized arrangements between 
manufacturers and wholesalers exist 
only in a few important branches of 
the electrical field, while in other 
lines competitive conditions are not 
unlike those existing in the United 
States and, in not a few, competitive 
chaos is no less pronounced than 
here. 

In fact, the benefits derived from 
those “controlled” arrangements are 
often more than offset by the ex- 
traordinary handicaps encountered 
elsewhere. 

For instance, few of the British 
wholesalers have the opportunity to 


counteract the possible lack of profit 
or actual losses resulting from the 
handling of straight wiring supplies 
and equipment through the sale of 
major electrical appliances. This is 
because a large portion of the elec- 
trical appliances used by British 
consumers are not bought outright, 
but simply rented. 

That system of renting out appli- 
ances is more or less a legacy handed 
down from the days when British 
power companies employed the “hir- 
ing-out” plan to get consumers in- 
terested in using appliances. This 
gave the public a taste of carefree- 
ness about appliances and the ques- 
tion of getting service, which it does 
not propose to abandon by becoming 
the outright owner of desired appli- 
ances. Thus the wholesalers either 
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go without important appliance busi- 
ness or are forced to set up a com- 
plicated renting service. 

The question of credit also wor- 
ries British electrical wholesalers at 
least as much as it does American 
members of the clan. Manufactur- 
ers as a rule are strict about credit 
terms and expect to have them care- 
fully observed, but the wholesaler 
who wants to do any volume of busi- 
ness does not dare to do likewise 
with his customers. 

Before the post-war depression hit 
the British Isles, the standard terms 
of sale were 24 per cent for cash in 
30 days. Not sotoday. That whole- 
saler is lucky, who can keep the 
average age of his accounts receiv- 
able below 90 days, and many cus- 
tomers take six or nine months regu- 
larly, which fact has made financing 
a major problem with many whole- 
salers. 
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Then they have a real problem 
with the power companies. Great 
Britain has about 700 important con- 
cerns supplying current, and of those 
over 90 per cent are controlled by 
the municipalities served by them. 
Those power companies have been 
fighting to get the ranking of whole- 
salers, so that all the manufacturers 
would give them wholesale prices. 
Recently their fight for bottom 
prices became so bitter that they 
even withdrew from the Fair Trad- 
ing Council which the electrical in- 
dustry supports for the purpose of 
promoting better policies. However, 
the Council has once more decided 
that power companies should not 
rank as_ wholesalers, which of 
course, satisfied the latter, but is not 
expected to keep the former from 
fighting on. 


Non-electrical Competition 


When it comes to the British 
wholesaler’s relations with the great 
bulk of manufacturers from whom 
he must buy, his position differs 
little from that of his American 
brothers. There are as many differ- 
ent types of manufacturers, many 
conflicting policies, many who are 
highly ethical in their dealings and 
unfortunately many who observe no 
ethics. 

Some manufacturers sell only 
through approved wholesalers, oth- 
ers sell where they can, but always 
“protect” the wholesalers with a 
preferential margin of discount, 
while a third group sells where it 
can at whatever price it can get and, 
if there is no wholesaler available, 
will go out and create one out of a 
contractor or hardware dealer, or 
some other non-wholesaling or non- 
electrical outlet. 

In fact, the British wholesalers 
are facing the same fight against dis- 
integration of their market, that 
American wholesalers have been 
waging for some years. Excepting 
only a small percentage, all the avail- 
able business goes at present to the 
250 main and branch houses of mem- 
bers of the Electrical Wholesalers 
Federation. But there are 6,000-odd 
other wholesalers in the country of 
which many, while now selling hard- 
ware, drugs, dry goods, builders’ 
goods, automotive supplies, are 
making eyes at the electrical field 
as one place where they might get 
some new business. 

(Continued on page 22) 














Are Manufacturers’ Stocks 
A Necessary Evil? 


A survey of electrical manufacturers reveals why many of them 


consider it necessary to increase their distribution costs by 


assuming part of the wholesaler’s warehousing function 


N the August, 1934, issue of 
ELECTRICAL WHOLESALING the 
writer discussed the results of a 
survey on the attitude of electrical 
wholesalers toward manufacturers’ 
local or spot stocks. The majority 
of wholesalers strenuously objected to 
such stocks on the grounds that the prac- 
tice constituted undesirable competition, 
and promoted price merchandising by 
fostering the growth of small whole- 
salers, or desk jobbers, who take advan- 
tage of such stocks, located in either 
public or private warehouses, to obtain 
the quick turnover which their limited 
capital necessitates. These wholesalers 
also felt that when the manufacturers 
assume the storage function to such a 
degree they are reducing the funda- 
mental functions of wholesalers in an undesirable 
fashion. During the past year this sentiment of electrical 
wholesalers has increased, as illustrated by Mr. Row- 
land’s editorial in ELECTRICAL WHOLESALING for Sep- 
tember, 1935. Despite this attitude on the part of many 
electrical wholesalers, manufacturers continue to estab- 
lish and maintain their spot stocks. A recently com- 
pleted survey reveals some of their reasons for so doing. 
A number of manufacturers feel that spot stocks are 
necessary today in that they enable them to decentralize 
their distribution. These manufacturers say that the 
time when it was possible to make all shipments direct 
from the factory to the wholesaler has gone, probably 
never to return, despite the increasing rapidity of railroad 
freight service, store-door delivery and pick-up, and 
motor express services. Under present competitive con- 
ditions these manufacturers have found it necessary to 
speed up deliveries more than ever before. The carry- 
ing of spot stocks at strategically located points seems to 
be the way in which speedier deliveries can be made. For 
a manufacturer to allow his wholesale outlets to be “out 
of stock” means lost sales and encourages substitution of 
one product for another, often resulting in old and regu- 
lar users of a product being permanently lost as cus- 
tomers. Decentralized distribution is particularly impor- 
tant where there is a heavy expenditure for national 
advertising in consumer and trade publications on the 
part of the manufacturer. Goods must be kept constantly 
available at consumer and wholesale outlets, as a con- 
siderable part of the expenditure for advertising wiil be 
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wasted if goods are out of stock. 
Another reason cited by some 
manufacturers for the establishment 
and maintenance of spot stocks is 
the necessity for meeting competi- 
tion. During the years of the de- 
pression a new type of competition was 
launched against established concerns by 
small businesses which were started with 
very little capital and a limited amount 
of bank credit. These smaller com- 
panies had no idea of doing a national, 
or even a regional business, but intended 
to concentrate their efforts in a limited 
territory and to capitalize the advantages 
of low overhead and close contact with 
customers. At the same time, some of 
the larger manufacturers were forced to 
curtail their activities in high cost ter- 
ritories as an economy move, thereby opening opportuni- 
ties for this local competition. Now, in order to meet 
this competition, which has sprung up, the older con- 
cerns are realizing that there is a good deal of truth in 
the statement that “distribution effort must be in the 
field—-not in the office” and that they must decentralize 
their marketing system, basing it on more spot stocks, 
fresh outlets, and faster deliveries. Of course, as soon 
as one of the larger concerns starts to carry a stock in a 
particular territory, competitors feel forced to do so too, 
which complicates the competitive situation still further. 
As one manufacturer said: “As a matter of fact, we 
would prefer not to carry warehouse stocks. It’s an 
expensive policy, at best, but today has more or less taken 
on the aspect of a necessary evil.” 


A THIRD reason cited by manufacturers for the main- 
tenance of spot stocks was the persistence of small-lot 
buying on the part of wholesalers. As one manufac- 
turer stated: “Electrical wholesalers, in our particular 
line at least, are not attempting to carry anything like the 
amount of stock which they formerly carried, and as a 
consequence they rely on our stocks for prompt shipment 
and thus keep their inventories at a low level.” It is a 
well known fact that many wholesalers, to say nothing of 
their customers, are doing business today on a smaller 
amount of working capital than ever before. This means 
that they must restrict their inventories to a minimum 
and operate on a small margin and quick turnover. Such 
a method of doing business would be impossible if whole- 
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salers were unable to secure goods when they wanted them. 
Retail electrical outlets, contractors, and an increasing 
number of industrial buyers of electrical products have 
shifted the carrying of stocks back to the wholesaler, and 
they, in turn, have tended to pass the burden back to the 
manufacturer in many lines. Some wholesalers have 
become manufacturers’ agents for some products, in that 
they carry nothing but a sample stock and depend on 
quick deliveries from manufacturers to fill their orders. 
Sometimes the manufacturer ships directly to the whole- 
saler’s customer, or permits the customer to receive deiiv- 
ery from a warehoused local stock without the so-called 
wholesaler assuming anything but the credit risk. 
When such conditions exist in any trade the manufac- 
turer is forced to do something about it. Someone has 
to be responsible for placing the goods within the easy 
reach of the wholesaler and his customers, for carrying 
the financial burden, and for undergoing the necessary 
risk. Making small shipments by _less-than-carload 
freight from the factory is an 
expensive proposition. The 


a group of wholesalers in a given market. Unfortunately, 
however, while many manufacturers endeavor to adhere 
to this principle in so far as possible, neither they nor the 
wholesalers can forecast exactly how long a given stock 
will last. Inevitably some wholesalers run out before 
others, and in such cases it is much more economical to 
have a spot stock to tide these buyers over until the next 
car arrives than to make small direct shipments from the 
factory. In other words, spot stocks act as a cushion for 
fill-in deliveries to larger, as well as smaller buyers, be- 
tween receipt of either straight or pool-car shipments. 


UMEROUS manufacturers point out that large 
wholesalers have never objected to their spot stocks, 
since they make a carlot allowance for carlot buyers and a 
pool-car allowance for pool-car buyers, so that the larger 
buyers always have an advantage over the smaller buyers. 
Unfortunately, many manufacturers have used spot 
stocks in an effort to gain competitive advantage. Also, 
a great many wholesalers 

have not looked beyond the 





answer is usually the estab- — 
lishment of a spot stock from 
which small-order deliveries 
can be made at the least ex- 
pense. In some cases manu- 
facturers have found that the 
carrying of such stocks in a 
public warehouse, for exam- 
ple, costs very little more be- 
cause of the savings in the 
difference between full car- 


house and the less-than-car- 
load shipments which would 
otherwise be made. 
sense, the manufacturer goes 
into the jobbing business in 
order to really put turnover 
within the reach of his whole- 
sale outlets. Some manufac- 
turers say that under present 
conditions spot stocks are ab- 
solutely vital to the conduct 
of their business. The most ; ts 


manufacturer 


The Manufacturers’ Viewpoint 


Electrical manufacturers, selling through 
wholesalers, told Prof. Frederick they 


maintain local stocks in order to: 


1. De-centralize their distribution and 
speed up deliveries to distributors 
load shipments to the ware- 2. Meet the competition of small manu- 
facturers doing a purely local business 
In a 3. Offset the persistence of small-lot buy- 
ing on the part of wholesalers who 
are restricting their inventories to a 
minimum and passing much of the 


warehousing burden back to the 


temporary advantage which 
these spot stocks seem to 
offer, and have encouraged 
the extension of their use. 
When a manufacturer takes 
over part of the logical func- 
tion of the wholesaler, he 
immediately adds an unneces- 
sary expense to his cost of 
distribution, at the same time 
weakening the position of 
the wholesaler. When the 
manufacturer has established 
widespread spot stocks, the 
next step is invariably an at- 
tempt to make direct sales to 
the larger retailers, contrac- 
tors and industrial consumers. 

The experience of electrical 
manufacturers to date has 
indicated that the spreading 
of warehoused stocks has 
materially decreased the size 
of the average order re- 





important thing in marketing 
today—as always—is_ get- 
ting the goods to the wholesaler when they are needed. 

The majority of manufacturers seem to feel that they 
are rendering a distinct service to wholesalers by main- 
taining local stocks. As one stated the matter: “We 
have had no opposition on the part of wholesalers, to 
our local stocks. As a matter of fact, the wholesalers in 
the fields which we cover encourage, and almost insist, 
that we carry the items in these stocks, which of course 
helps to reduce their stock investments.” Another said: 
“We market all of our products through electrical whole- 
salers and none of them have raised any serious objection 
to our maintaining warehoused stocks. We would very 
much prefer not to have to carry such stocks, hence if the 
objection of the wholesalers were at all serious, we would 
certainly eliminate local stocks.” 

Manufacturers are unanimous in saying that the ideal 
way would be to ship products directly to wholesalers in 
carload lots, or at least in pool-cars to be divided among 
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ceived, and has added an un- 
due amount of risk, labor 
and expense to their distribution. 

With certain few exceptions, the writer believes that 
the most economical method of distributing electrical 
products is through the wholesaler. On the other hand, 
neither the carrying of local spot stocks, nor any other 
plan so far suggested by anyone, will eliminate electrical 
wholesalers (or any other wholesale distributors for that 
matter). In principle the use of the wholesale distributor 
is the cheapest and most nearly ideal plan of distribution. 
No distinction is drawn between the chain wholesaler and 
the independent wholesaler in this statement. It simply 
asserts the opinion that a regional wholesale warehouse 
(not owned by the manufacturer), buying each item in 
fair quantities and supplying the individual retailer, con- 
tractor, or industrial consumer with assortments of goods 
produced by many manufacturers, is inevitably better than 
each manufacturer attempting to distribute directly to 
these outlets. 


ll 





Hanging Shelves 
At the Murphy Supply Co., Green 
Bay, Wis., additional storage space is 
provided by overhead hanging-shelves. 
Each shelf measures 2 ft. wide and 
extends the entire length of the aisle. 
Stock rests on }x2 in. planks which 
run parallel to the two l-in. pipes 
forming the framework. These pipes 
are supported by perforated iron 
straps fastened to ceiling beams. 


Conduit Supports 


At the Appleton, Wis., branch 
of the General Electric Supply 
Corp. is a novel and durable 
conduit rack. Partitions of 1} 
in. pipe are driven, at a slight 
angle, into a 6x6 beam. Every 
six ft. a strap of 2 in. band iron 
holds the beam board securely 


to the wall. 





Adjustable Reel Holder 
Stock men at the August H. Meyer 
Co., Oshkosh, Wis., use their own in- 
vention when measuring cable. The 
holder is 33 in. across; is 5 ft. long; 
19 in, high in front and 34 in. high at 
the rear. As the side planks which 
support the reels are inclined, various 
sized reels can be handled. Holes are 
drilled 2 in. apart at front and gradu- 
ate to 6 in. intervals at rear. A bar, 
passed through the center of the reel, 
is held by bolts inserted in the holes. 


Practical 


Warehouse 


Methods 


Broken Coils 


The Home Electric Co., Tacoma, 
Wash., fashioned some large hooks 
out of odd pieces of conduit. One 
end was bent at right angles and 
fastened to an overhead beam by 
means of four pipe straps. The 
hooked lower ends come about to 
a man’s shoulder so that single 
coils may be slipped off easily. 
The same plan is employed for the 
wire coils in another part of the 
shipping room. 





Corner Rack 
Parallel 2x4’s, two ft. apart and ex- 


tending from floor to the ceiling 
form the bulwark of this wire holder 
of Crescent Electric Supply Co., Madi- 
son, Wis. The }-in. pipes that hold 
the spools fit in holes drilled in the 
uprights at 8 in. intervals. 


Spray Booth 

The General Electric Supply 
Corp., Seattle, has a_ special 
room equipped with exhaust 
hood and a_ powerful flood 
lighting system using daylight 
lamps in which to refinish or 
touch up washing machines, re- 
frigerators, etc. A. E. Howard 
is the spray gun specialist. 
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4. Cord Sets, Caps and Heater Plugs 


ORD sets, and their com- 

ponent parts are every-day 

household necessities which 
represent a sales volume of several 
million dollars a year. This tremen- 
dous market has been served by 
hardware and chain stores more 
than by electrical dealers, partly be- 
cause an ignorant public has been 
willing to accept inferior or unap- 
proved products. The wholesale 
salesman who hopes to get his share 
of this business must have a work- 
ing knowledge of the features which 
identify quality merchandise if he is 
to present an adequate argument 
against cheap material. Quality 
products have many distinguishing 
marks, as the following will show: 

How is a quality cord set recog- 
nized ? 

The cord cap and heater plug 
should have all, or nearly all, of the 
best features outlined later in this 
article. As to the cord itself, every 
set should carry the Underwriters’ 
five-foot bands. A red band indi- 
cates a 3,000 cycle cord, a gold band 
a 10,000 cycle cord. Cycles in this 
instance mean that samples of the 
cord have been tested in a machine 
which subjected them to 
twisting and bending and 


is it inferior to one with brass 
blades? 

Yes. Steel blades are subject 
to corrosion and excessive heat- 
ing; this can cause interruption 
of service and possibly result in 
serious trouble; caps equipped with 
them are not approved by the Un- 
derwriter’s Laboratories. Note that 
brass blades are sometimes “tinned,” 
in which case they look like steel. 
The true nature may be determined 
by scratching with a pen-knife or 
testing with a magnet. 

What is the purpose of the small 
hole near the tip of each blade? 

Receptacle contacts have small 
rounded projections which corre- 
spond with these holes; when the 
blade is inserted into the receptacle 
the projection fits into the hole, 
thereby holding the blade more se- 
curely than a perfectly smooth con- 
tact would. 

What are the advantages of all- 
rubber caps? 

Breakage is largely eliminated, 
since these caps may be stepped on 
or otherwise abused without perma- 
nent damage. Two-piece caps, in 
addition, totally enclose the termi- 











Wiring Device Sales Features 


: : Heavy Duty Cap Details 












nals so that there is no possibility 
of a loose wire strand or an unseated 
screw coming into contact with the 
outlet plate. Some rubber caps in- 
corporate an ingenious method of 
gripping the cord so that if a user 
pulls the cap from a receptacle by 
tugging at the cord, no damage is 
done to the terminal connections. 
What type of cord cap is best 
suited to industrial applications? 
The all-rubber cap is frequently 
used, for obvious reasons. Also, 
heavy duty composition caps with 
metal armor are particularly de- 
signed for severe service. The lat- 
ter usually should have a cord-grip 
feature to remove all strain from 
the terminals, as industrial em- 
ployees are aimost certain to pull 
the cap from the receptacle by a 
sharp tug on the cord. Maximum 
grip and contact area are assured if 
the so-called “double T”’ cap is used, 
as its blades are shaped to make per- 
fect contact with both the parallel 
and tandem jaws of a “T” 
slot receptacle. Twistlock 





they survived a minimum of 
3,000 or 10,000 such opera- 
tions, respectively. 

The best cord sets usually 
have the cut ends of the 
outer braid wrapped with 
thread to prevent fraying. 
Quality cord sets are as 
long as advertised; cheap 
sets may skimp on length. 

Cord sets for heavy duty 
or hazardous industrial ap- 
plications must be made 
with cord or cable meeting 
the National Electric Code 
rules for such service. 
Durability is a prime es- 
sential. 

If a cap has steel blades, 
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devices have wide industrial 
applications, and their use 
will be specified in a future 
article. 

How can the quality of a 
heater plug be judged from 
external features? 

Such judgment is incom- 
plete, but much can be 
learned by a casual glance. 
The design and finish of 
the casing indicate the gen- 
eral care taken in manufac- 
ture. The switch handle is 
a possible point of break- 
age; it should be sturdy, 
and preferably fitted to the 
case in such a way that it 

(Continued on page 22) 
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Sales Opportunities in Appliances 


Report of the Heating and Motor Driven Appliance Committee of NEWA, 
presented at the Chicago convention, discusses sales possibilities of 


heating appliances, washers, ironers, vacuum cleaners and ranges 


i | PON its appointment the heat- 


ing and motor driven devices 

committee developed a pro- 
gram of fact-finding with the pur- 
pose that NEWA _ membership 
should be given the best facts pro- 
curable in the distribution of the 
commodities involved. The com- 
mittee also gained so much supple- 
mentary information that they have 
been led to certain conclusions, and 
therefore take the liberty of passing 
on these conclusions as recom- 
mendations to the members. In this 
report the facts and conclusions are 
somewhat interwoven in order to 
furnish a connected presentation. 
First of all the committee wishes to 
acknowledge and thank the member- 
ship for the splendid response to the 
questionnaire which proved to be 
the foundation for its report. 

1. In the distribution of such 
staple and low-priced commodities 
as heating devices, flatirons and 
similar merchandise, we find elec- 
trical wholesale distribution has 
proven and should continue to be 
the backbone of the business. This 
is due, no doubt, to the fact that 
these commodities are universally 
accepted by the consumer and re- 
tailers and the price thereof, as well 
as the distribution, naturally follows 
most economic lines, namely manu- 
facturer—wholesaler—retailer. The 
market is highly competitive for 
electrical wholesalers and_ special 
campaigns requiring increasing out- 
lays for promotion and sales effort 
are becoming a factor and must be 
considered in making the distribu- 
tion of these products profitable to 
the wholesaler. 

On the part of wholesalers, there 
has been a growing tendency during 
the fall seasons on the sale of these 
products to extend dating to re- 
tailers beyond that which they are 
receiving from manufacturers. In 
addition, dating is being extended 
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on products for which the manufac- 
turer does not give dating, and it 
is therefore recommended that, for 
the best interest of wholesalers, 
each wholesaler consider whether he 
can assume this risk, bearing in 
mind that its inception was created 
by manufacturing problems and was 
not intended for wholesaling. 

2. In the merchandising of appli- 
ances which have limited public ac- 
ceptance, there have arisen in recent 
years specialty distributors; in the 
main they are not connected with 
NEWA but are an important factor 
in appliance distribution, particu- 
larly major devices. They have 
maintained highly promotional sales 
forces and are responsible for a 
considerable part of the total busi- 
ness done. However, as these com- 
modities have obtained consumer 
acceptance, and are considered 
staple by the consumers and retail- 
ers, distribution economics operate 
and the lines become salable by elec- 
trical wholesalers. Noticeable in 
this class are washers, cleaners, 
refrigerators and radios. 

3. Replies to our questionnaire 
indicate apprehension on the part of 
many that the direct negotiations of 
manufacturers with large retailers 
make appliance lines unattractive. 
This condition is not new to appli- 
ances individually in all classes, and 
is likely to continue where the 
wholesaler cannot prove to the re- 
tailer or to the manufacturer that 
the wholesaler performs an eco- 
nomic function in their distribution. 


[' IS the general reaction of your 
committee that the sales job 
done by the wholesaler for the man- 
ufacturer will determine whether di- 
rect manufacturer to retailer busi- 
ness will increase. If electrical whole- 
salers adapt themselves to the mar- 
ket on profitable lines it certainly 
should decrease for obvious and 


long-established economic reasons. 

On individual appliances, the 
committee offers the following 
recommendations : 

WasHERs: from a low point of 
652,000 in units in 1931 to an esti- 
mated sale of 1,152,000 units in 
1935, this commodity is entitled to 
serious attention by electrical whole- 
salers. The best facts procurable 
from the membership reporting in- 
dicate that there is a large part of 
this volume that is not being sold by 
wholesalers. However, to those 
wholesalers who have participated in 
the merchandising of washers, this 
commodity has proven attractive, 
but the number involved is com- 
paratively small to the total: number 
of NEWA members. 


HEREFORE, it is recommended 

that the Washing Machine Man- 
ufacturers Association be prevailed 
upon to appoint a committee to meet 
with a committee to be appointed by 
NEWA to study the problem of dis- 
tributing washers and determine if 
a greater number of NEWA mem- 
bers should be urged to become 
more active in the sale of this com- 
modity. A report of a finding of 
the NEWA committee to its mem- 
bers should help them determine 
whether or not they can engage in 
the distribution of washers on a 
profitable basis. This subject is very 
important at this time, for it is the 
consensus of opinion that many 
manufacturers are discontinuing or 


reducing their direct sales forces in 


order to secure more economical and 
universal coverage through whole- 
salers, by which method they should 
be able to reach the 20,000 or more 
retailers of this product. To the 
credit of this commodity is the 
higher average unit sale which in 
1934 was reported to have averaged 
$39 at wholesalers’ billing price. 
IRONERS: Unit sales from a low 
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of 66,000 in 1931 are passing to 
an estimated national sale of 129,- 
000 in 1935. The present consumer 
saturation of this product is esti- 
mated at 4.4 per cent and is evidence 
of the need for specialized sales pro- 
motion in order to produce con- 
sumer and dealer acceptance. Many 
wholesalers, however, are finding 
success in selling a reasonable num- 
ber of ironers through the sale of 
complete laundry equipment, with 
washers. 

It is the suggestion of the com- 
mittee that ironers be considered, not 
as a separate commodity, but in com- 
bination with washers. 

CLEANERS: The most important 
distribution method in the cleaner 
field is direct from manufacturer to 
consumer. This form of distribu- 
tion is extremely costly and is re- 
flected in the sales price to the con- 
sumer. The low point in cleaner 
distribution nationally was in 1933, 
with reported sales of 581,000 units, 
while 1935 sales are estimated at 
848,000. However, the whole- 
saler’s position in this market has 
been lower than in the washer mar- 
ket and it is the opinion of the com- 
mittee that a major opportunity is 
open to wholesalers who will exploit 
cleaners through their usual retail 
outlets. Immediately before us lies 
an enormous renewal market for 
this commodity which already has a 
reported 48 per cent consumer satu- 
ration. There is every reason to 
believe that there are more than 20,- 
000 dealers who can display and sell 
this commodity and thereby estab- 








High-Lights of Committee’s Report 


Consumer acceptance of radios, refrigerators, washers and cleaners 
makes them readily saleable by electrical wholesalers, as well as by 


specialty distributors 


Trend of washer sales is definitely towards wholesaler distribution 


Ironers still need specialized sales promotion, should be considered 


in combination with washers 


Tremendous renewal market exists for vacuum cleaners 


Range manufacturers are adopting wholesaler-retailer distribution 





lish more economic distribution with 
lower prices to the consumer. 

RANGEs: It was the consensus of 
opinion that the acceptance of elec- 
tric ranges is increasing and that the 
trend of distribution is through 
wholesalers and retailers. Some 
range manufacturers have already 
adopted the wholesaler-retailer pol- 
icy of distribution. 

In conclusion, it is the opinion of 
the committee that appliance dis- 
tribution is illustrated by the vacuum 
cleaner market. Were it possible 
for wholesalers to develop greater 
interest in vacuum cleaners the 
majority of dealer outlets would 
feature this item at an average con- 
sumer price of $35 to $50 and com- 
pete successfully with merchandise 
of the same character now sold 
through other distribution media at 
prices from $50 to $80. The great 
need seems to be for retail displays 
which can be secured and distributed 
by the wholesaler. We recommend 








+ Lots of Room—Lots of Light in the appliance display room of R. Cooper, Jr.’s, 


uptown store on Chicago’s Broadway. 


Light walls and ceiling, plus 1,500-watt 


Curtis luminaires on 20-ft. centers, provide 20 foot-candles of soft illumination. 
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increased activities on small home 
appliances. We recommend investi- 
gation by individual members of 
sales opportunities on washers, 
cleaners and ranges, making certain 
that all programs adequately com- 
pensate the electrical wholesaler for 
investment, sales and service func- 
tions. We recommend that individ- 
ual members consider some specializ- 
ing on these commodities and, 
certainly, an increased general inter- 
est in them in order that electrical 
wholesalers may reach in appliances 
the high position which they now 
occupy in the construction material 
field. 

Discussion: Mr. Bickford stated 
most emphatically that the so-called 
socket appliances were not profit- 
able to the wholesaler at existing 
margins. Mr. Millington, chairman 
of the committee, stated that 95 per 
cent of the replies received to the 
committee’s questionnaire indicated 
that these lines were profitable. 
Several members rose to defend Mr. 
Bickford’s position and it was ap- 
parent that, at the discounts prevail- 
ing in many territories, this line did 
not carry a sufficient profit rate. Mr. 
Sackett cited instances of special 
“deals” sold to dealers by manufac- 
turers who then offered the orders 
to their distributors at an inadequate 
margin. 

R. W. Turnbull of the Electrical 
Housewares Committee of NEMA 
requested the support of the mem- 
bers for Electrical Housewares 
Week, to be held December 2 to 7. 
He pointed out that all promotional 
expenses were borne by the EEI and 
the appliance manufacturers and re- 
ported that there would be 55,000 
mailings to the dealer trade, includ- 
ing a display poster and details of a 
prize contest for outstanding dealer 
performance. 











MEN YOU SHOULD KNOW 





* 8S. 8S. FRONT 


President, The Front Co., 
Wheeling, W. Va. 


ROM an immigrant boy step- 

ping foot for the first time in 

this country in 1899 to the head 
of a large electrical wholesale house 
not long after, is a story such as 
Horatio Alger might narrate, but in 
fact it required hard and conscien- 
tious work on the part of S. S. 
Front. 

It was in Cracow, Austria, in 1893 
that this Wheeling wholesaler saw 
day for the first time. Like many 
other Europeans, his parents real- 
ized that the U. S. A. had much to 
offer, at least more than Cracow. 
Young Front was six when his fam- 
ily picked up their belongings, 
crossed the Atlantic and wound up 
the journey at Wheeling, W. Va. 

As his dad had to struggle along 
for a number of years, the eldest son 
began selling papers when he was 
eight. This was done after school, 
as nothing could interfere with ac- 
quiring an education. Fortunately 
he had a good business head, con- 
veniently tied in with the knack of 
selling, for from the age of eight 
until he sold out his stands at 16, 
Master Front earned the impressive 
sum of $25,000. 

By this time he had completed 
grade and high schools, so the next 
step was to discover a job with a 
future. Paper selling was a great 
help to himself and to his folks, but 
it failed to hold future glories for 
this young man who hoped to attain 
something better. 

On looking about for a type of 
business or an industry that might 
progress with the country generally, 
he cast his eyes in every corner. 
They landed on the electrical field 
and, in 1909, he was able to obtain 
employment at the H. S. Sands 
Electric Co. in Wheeling. After a 
year or so in the warehouse and at 
the counter, combined with studying 
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A Salesman at Eight, 


on the side, Mr. Front 
had learned enough 
about electrical goods 
to be promoted to sales 
work, 

He was a_ good 
salesman, he had saved 
money, he was am- 
bitious. As a result 
of these three assets 
at the age of 20 he or- 
ganized the Front Co. 
in 1913. Joining Mr. 
Front in this venture 
were his _ brothers, 
Sam and Peter, and his brother-in- 
law A. K. Clifford. These men are 
still the active officers of the con- 
cern. Our subject is president, A. 
K. Clifford is vice-president, 
brother Sam E. holds the treasurer’s 
chair and the third brother, Peter, 
is secretary and sales manager. 


foe original quarters of the 
wholesaling house were very 
small, located on a street bordering 
on the Ohio River. Sure enough, the 
boys clicked and more space was 
added. Within a few years not 
enough adjoining property could be 
rented so, in 1924, they put their 
heads together and decided to buy 
the building in which they are now 
housed. 

It is a six-story brick establish- 
ment with all the conveniences for 
providing good service. Also in- 
corporated in the building are fine 
fixture and appliance displays to aid 
their merchandise dealers. 

The sales force covers an area of 
about 125 miles around Wheeling. 
In that section are numerous indus- 
trials, dealers, contractors, hard- 
ware, furniture and department 
stores that are continually contacted 
by the Front organization. 

Besides handling supplies and 


A Salesman Today 


Cutting his sales teeth as a newsboy at 
the age of eight, Mr. Front sold out his 
stands at 16 to enter the electrical whole- 
saling field. Four years later, when only 
20 years old, he established his own firm. 
Selling is still his hobby, selling which 
involves giving technical advice to indus- 
trials and merchandising counsel to dealers 


small appliances the firm also takes 
an active part in the distribution of 
fixtures, washers, refrigerators, 
radios and other major appliances. 
Mr. Front, himself, takes an ac- 
tive part in the selling end. That is 
the part of the game that appeals 
most to him, consequently it is diffi- 
cult to find him in the office during 
the day. He recognizes that other 
branches of any business are im- 
portant, but we imagine he has an 
especially warm spot in his heart for 
the boy who brings in the orders. 
As his firm does a large business 
with industrials, Mr. Front realizes 
that the wholesaler is obliged to be 
more than a warehouser. He must 
give technical advice, then be pre- 
pared to provide equipment in a 
hurry. On merchandise lines, the 
wholesaler is required to aid his 
dealers in promoting, advertising 
and selling his appliances. Thus 
Mr. Front’s policies are based on 
the belief that the wholesaler of to- 
day should be prepared to render a 
greater service than ever before. 
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On the One Hand... 





iBave and insulated copper 
wires and cables— all sizes and 
types of construction for any con- 
dition of service — all of a 
standard of design and 
quality on which is laid 
the sound foundation of 
your business and ours:— 
CUSTOMER SATISFACTION 
..- How about the wire 
and cable division of your 
business? Are your men 
exploiting the outstand- 
ing and individual advan- 
tages of General Cable 
items? With general busi- 
ness on the up-grade, there 
is a big volume to be had. 


























Sales Offices: ATLANTA + BOSTON + BUFFALO ~- CHICAGO CINCINNATI + CLEVELAND + DALLAS e DETROIT ' {> AN 
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and on the Other, 


\W ithout which, PRODUCTS would lose 
their importance! A well marked, well 
understood policy of complete cooperation 
with the Electrical Wholesaler in making 


his sales of General Cable electrical con- 
ductors a source of consistent satisfaction. 


Nation-wide resources in manufacturing, 
warehousing, and district sales office col- 
laboration combine to reinforce his stock 
maintenance and customer service ideals. 
Intelligent coordination in meeting unan- 
ticipatedly large demands, or for unusual 
ses na e08 items, is a major asset. Willingness and 
as determination to meet a Wholesaler’s emer- 











OUCTOR ROMEX NON METALLIC SHEATHED CABLE 


adil gencies with dispatch is a basic policy. 
oan Cooperation, to us, has but one meaning — 
the utmost of endeavor to smooth your 
path in selling your products. 





GENERAL CABLE CORPORATION 


Executive Offices: 420 LEXINGTON AVE., NEW YORK 


ROIT ‘MB ANGELES + NEW YORK ~- PHILADELPHIA + PITTSBURGH + ROME + SAN FRANCISCO ST. LOUIS + SEATTLE + WASHINGTON, D. C. 
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Talks by Light Beam 


Above—Speaking from atop 
Whiteface Mountain at the 
recent dedication of the 
Whiteface memorial high- 
way, Governor Herbert H. 
Lehman of New York, 

perienced a unique thrill as 
his voice was carried by a 
beam of light to a crowd at 
the Lake Placid Airport, 
seven miles away. A _ pub- 
lic address system broadcast 
the messaze as it was 
picked up by a 24-in. mir- 
ror disk and then am- 

plified. 


of the 
Month 


“Stethoscoping” a 
Refrigerator 

Top Left—With these recording 
instruments on the job, Mr. and 
Mrs. Customer can “see” what 
they are buying. Every little 
movement of the refrigerator’s 
interior mechanism is charted by 
these devices of the Practical 
Instrument Co. One checks up 
on motor operation and_ the 
other on temperature. 


No Parched Throats Here 


Top Right — Although tempera- 
tures sometimes run as high as 
130 degrees, workers on Uncle 
Sam’s Hoover Dam have a handy 
antidote, furnished by batteries 
of Frigidaire water coolers. The 
one pictured here, along with 
many others, is mounted on 
portable sledges so that it may 
be moved to the centers of 


activity as work progresses. 


Step Right Up Folks 


Below —See the “Streamlined 
Beauties”—in this case, Westing- 
house refrigerators. All of the 
familiar trappings and technique 
of a carnival are being employed 
this fall to promote the Westing- 
house merchandise line with 
dealers. Barkers such as this 
one, a band, sideshow canvasses 
and similar bits of atmosphere 
are all employed to create the 
desired effect. 


bd 








Lamp Traps Bugs 
Above — Like Achilles, the 


destructive Japanese Beetle 
has his vulnerable point. 
Scientists of the Westing- 
house organization and the 
Department of Agriculture 
have discovered that the 
pests have a fondness for a 
kind of incandescent lamp, 
which gives off a purple 
glow and a large amount of 
ultraviolet radiation. Insect 
traps baited with these 
bulbs, such as the one illus- 
trated, accounted for 36,000 
of the beetles in one night. 

















The Editor’s Page 





ELSEWHERE in this issue, 
Salesman or O. Fred Rost presents an appraisal 
Warehouseman? of electrical wholesaling condi- 

tions in England, based upon first 
hand observation during his recent trip abroad. British 
wholesalers, he reports, are sticking pretty closely to 
the job of warehousing and doing little to increase the 
demand for the goods which they handle. Mr. Rost, 
in concluding his article, expresses the thought that, 
eventually, American wholesalers may come to adopt 
a similar attitude. 

America, however, has progressed electrically much 
further than has Great Britain, and American sales- 
manship is in large measure responsible. ELECTRICAL 
WHOLESALING has consistently maintained that the 
modern distributor of electrical goods is first of all a 
salesman, and after that a warehouseman. The whole- 
salers who have come through the recent depression 
with the fewest scars are those who have done an 
aggressive selling job, seeking out applications of their 
goods in industrial plants and rendering merchandising 
assistance to their retail dealers. On the other hand, 
those wholesalers who have sat back and contented 
themselves with such orders as came in “over the tran- 
som,” have either closed up shop, or are today but a few 
jumps ahead of the sheriff. In good times or bad, 
selling is essential to successful wholesaling. 


BEN Franklin Club, No. 1, Los 
Angeles, although a comparative- 
ly new organization, has already 
built for itself an enviable reputa- 
tion among the electrical wholesalers of Southern Cali- 
fornia. The club, which is incorporated, now boasts of 
53 members, and membership is. restricted to salesmen 
and agents of those manufacturers who have a whole- 
saler policy. 

The club has its various commodity committees and, 
through their activities, manufacturers have obtained 
a better understanding of the problems of the whole- 
salers in the Los Angeles area. The club has also been 
effective in running down trade gossip. In the words 
of Ross Hartley, chairman of the Pacific division of 
NEWA, “The Ben Franklin Club is rendering a fine 
service and providing genuine assistance in the solution 
of our trade problems.” 

The sponsors of the club hope that both manufac- 
turers’ salesmen and manufacturers’ agents in other 
territories will organize similar Ben Franklin clubs. 
One of the thorns in the flesh of electrical wholesalers 
is a certain element among the manufacturers’ agents 
who have proved themselves a disturbing factor due to 
their lack of selling policies. Since these men operate 
on a strictly commission basis, the situations which they 
create are always difficult to handle. 

Local Ben Franklin clubs would provide a way for 
manufacturers’ salesmen and the better element among 


Ben Franklin 


Club No. 1 
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the manufacturers’ agents to educate the trouble-makers 
and to improve local market conditions. It is to be 
hoped that this idea, which has been developed so suc- 
cessfully on the coast, will rapidly spread across the 
country to the Atlantic seaboard where cooperative 
effort of this kind is sorely needed. 


WITH building definitely on the 
Adequate Wiring upgrade, especially in the resi- 
And FHA dential field, there is an imme- 

diate need for the promotion of 
adequate wiring by the entire electrical industry. Both 
the Federal Housing Administration and the Rural 
Electrification Administration are aware of the impor- 
tance of proper and sufficient wiring and each of these 
agencies has asked the electrical manufacturers, through 
NEMA, to prepare suitable specifications. Adequate 
wiring should be given prominence at the nation-wide 
series of National Home Shows announced by FHA 
for the early part of next year. These shows, the first 
of which opens in Baltimore on January 4, are to be 
sponsored jointly by FHA and the Manufacturers 
Housing Display Council, which comprises about 150 
national manufacturers of building products and equip- 
ment. 

Each show will be locally financed and local trade and 
civic organizations will participate. Space will be lim- 
ited to manufacturers and distributors of building 
materials, equipment and home furnishings and space 
rentals will be kept as low as possible. 

These shows will provide electrical wholesalers with 
an exceptional opportunity to promote adequate wiring 
among both builders and the general public, either 
through their own displays or, even more effectively, 
through a joint industry display in which the local 
electrical inspectors and city inspection departments 
could also participate. 


FOR many years the trade has 
Standard used a standard size and standard 
Price Sheets colors for its price sheets. These 

standards, developed by NEWA’s 
predecessor, the ESJA, specify sheets measuring 84 by 
10 inches and provided with an ample margin on the 
left side to permit binding in loose-leaf cost books and 
salesmen’s price books. 

Under the ESJA standards, each class of trade was 
assigned a separate color for its cost sheets. A golden- 
rod sheet indicated cost to the distributor; russet, cost 
to the jobber; blue, cost to the contractor or dealer, and 
pink, cost to the consumer. 

Manufacturers generally have adhered closely to these 
standards ever since they were officially adopted by the 
wholesalers. Recently, however, several instances have 
been reported to us of individual manufacturers who 
are no longer using the recommended colors, and fewer 
instances of deviations from the standard 84x10 sheet. 

These standards have not only proved satisfactory in 
actual use, but have been so generally adopted by the 
trade that every manufacturer should continue to follow 
them. 
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Sales Features of 
Wiring Devices 





(Continued from page 13) 


will get some protection if the plug is 
dropped. Observe the wire guard! The 
ideal guard has several close spirals at 
its base, or point where it enters the 
casing, and wider-spaced spirals toward 
the outer end. This construction allows 
easy flexing at the outer end when the 
cord is pulled, but the inner end re- 
mains fairly straight and thereby pre- 
vents a sharp bend in the cord. The 
ends of the wire guard should be bushed 
or otherwise protected so that no sharp 
end can bear against the cord and cut 
it. Look for the plug rating, which 
should be 10 amperes, 125 volts; 5 am- 
peres, 250 volts, for either a switch or 
switchless plug. 

What features are most important in 
judging the quality of the stud contacts 
or “clips” ? 

Every detail of the clips should be 
designed to reduce contact resistance to 
a minimum and prevent deterioration 
under high temperatures, as most plug 
trouble develops at this point. Clips 
should be fitted into the casing so that 
excessive movement is prevented, but 
this does not necessarily mean that they 
should be staked rigidly in place. The 
highest grade of plugs employ monel- 
silver or silver-plated clips, as these 
metals give particularly excellent re- 
sults. Special alloys have been de- 
veloped which retain their resiliency 
and life despite great heat, and clips 
made from them will be entirely satis- 
factory. Carbon-steel, either plain or 
plated, should never be used as it de- 
teriorates rapidly in a heater plug. It is 
worth noting that many plugs have been 
condemned by users when the fault ac- 
tually lay in the studs of the appliance. 


These frequently become pitted and 
rough from long use, and in that condi- 
tion will cause poor contact and de- 
structive arcing. 

How are the cord connection termi- 
nals protected from strain? 

A well-designed plug will provide a 
twisted passage into which the indi- 
vidual conductors are laid. This passage 
tends to bind the wires and so prevent 
strains from being transmitted to the 
terminals. In addition, the passage may 
be made shallow so that when the two 
halves of the casing are put together 
they will grip the conductors. Needless 
to say, terminal screws should have 
heads large enough to hold the stranded 
wire securely. 

What features distinguish a satisfac- 
tory switching mechanism? 

Since this mechanism is confined in a 
small space, it cannot be expected to 
have the rugged features of a full-sized 
switch; but much ingenuity in design 
has helped to overcome this limitation. 
Salient features of the best devices are: 
1. A fast and fairly strong mechanical 
action, but not so strong that the rela- 
tively light fixed or movable contacts 
will be battered to pieces; 2. A reason- 
ably long throw of the movable contact, 
to assure complete rupture of any arc; 
3. Movable contact resting against 
shoulder or stop in its extreme “off” 
position; 4. Pivot and spring of the 
movable contact securely held in place 
so that they cannot slip out of place in 
use; 5. Brass, bronze, or other suit- 
able alloys used for fixed and movable 
contacts, and for connecting buses. 

Does the quality of the casing ma- 
terially affect the life of the plug? 

Decidedly so. Ability to survive ex- 
posure to high temperatures and re- 
peated dropping is directly dependent 
upon the quality and choice of ingredi- 
ents from which the casing is made. The 
better manufacturers have given detailed 
attention to the choice of raw materials 








left, Russell Thomas, counterman, Tom Burgess, G. E. Lamp Dept., Chi- 


cago, C. 


A. McMullen, manager, G. O. Hall, G. E. Specialty Appliance 


Dept., Cleveland, Ken Rose, price clerk, Margaret Brink, book keeper, 


Fern Forrest, stenographer, 
counterman. 
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3ill Blersch, contractor, and Joe Kaessen, 


and the methods of molding them, with 
the result that plugs are obtainable 
which have long life. Unfortunately, a 
casual inspection will not reveal whether 
suitable material has been used, but 
manufacturers will give this information 
to inquirers. A thick casing is stronger, 
usually, than a thin one; and one or 
more internal reinforcing ribs or fins 
add materially to a casing’s strength. 





British Wholesalers 
Have Problems, Too 





(Continued from page 9) 


Furthermore, the growing popularity 
in Great Britain, of the chain stores is 
beginning to hurt British wholesalers 
and already the members of the Federa- 
tion have declared war by refusing to 
buy from any manufacturer who sup- 
plies chains. 

From this group of sketchy observa- 
tions, it will have become apparent that 
the major basic problems of electrical 
wholesalers are to a considerable extent 
identical in Great Britain and the United 
States and this despite the fact that the 
British wholesalers carry on their busi- 
ness under much more liberal laws. 

It is, however, significant that the 
British wholesalers have settled one im- 
portant problem that on this side of the 
Atlantic continues to keep the industry 
divided into two camps. They have cut 
clean in striking from their claims to 
recognition as an economic factor in dis- 
tribution any pretense that they are doing: 
a selling job for the manufacturers. 

Here is the way in which Mr. A. Al- 
brecht, director of the Electrical Whole- 
salers’ Federation explains this situa- 
tion: 

“Generally speaking, the EWF aims 
at the wholesaler acting purely as a dis- 
tributor—leaving the manufacturer to 
‘sell’ his own products. 

“In theory the manufacturer makes and 
sells his products, the former is com- 
paratively easy, the latter difficult. But 
even when the manufacturer has made 
and sold his goods, there still remains 
the problem of getting them into the 
hands of the buyer when he wants them 
—in other words, making sure the buyer 
shall not be compelled to accept a sub- 
stitute, because of the difficulty, or cost, 
of getting what he wants. The ideal, 
therefore, is that a manufacturer’s prod- 
uct shall be found on the shelves of every 
wholesaler in every town, so that one can 
reasonably say that a buyer can secure 
immediate delivery of his requirements. 
A number of manufacturers are in this 
happy position. 

“So far as the wholesaler is concerned, 
the system works reasonably well. If 
there is a persistent demand for a line, 
he stocks it. When the demand fails, he 
clears it from his shelves. His whole 
object is to sell what the customer de- 
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Curtis 
and The New Era in 


Lighting... 


edge—what the future holds is a matter of conjecture. . 


bem we are in a new era of lighting is common knowl- 


In the years following 1908 when indirect lighting was first 
introduced by Augustus D. Curtis, only the most progressive 
architects, engineers and business men would give an attentive 
ear to this new idea. Spurred by the vision that future genera- 
tions would have better eye-sight thru their understanding of 
the importance of better lighting, Mr. Curtis persevered in his 
ideals. Slowly but surely the use of indirect lighting and 
lighting from concealed sources became definitely established 
and with it the organization, product and reputation of Curtis 
Lighting as it is internationally known today. 


The progress since 1908 seems incredible—just as will be the 
advancement of the next decade. Now at the threshold of 
1936, Curtis Lighting again welcomes the national Better 
Light-Better Sight movement, confident that thru coordi- 
nated effort the entire electrical industry will find greater pros- 
perity—the world better sight, better health and greater 


happiness. 
ee @ 
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+ 138 Years of Service rolled into one small picture. David Aitken, Sr., 
left, manager of the electrical department, has been with the George Worth- 
ington Co., Cleveland, for 34 years. Al G. Hafner, next to the boss, repre- 
sents 24 years of service. Another salesman, J. M. McCleave, has been 
drawing paychecks for 32 years. A 24-year-man, L. G. Beeman, comes 
next and at the right is the electrical buyer, John J. Bohning, who has a 


24-year record. 





mands—not to sell him something upon 
which he secures some margin of extra 
profit.” 


Selling Job Neglected 


This absolute, clean unmistakeable an- 
nouncement by the British wholesalers 
of a policy under which they propose to 
justify and to defend their position on 
the basis that they are only performing 
the indispensable distributing functions 
for the industry is well worthy of study 
by American wholesalers. Many of 
them today are doing no more than what 
the British declare as their sole function. 
Others are still pretending to do a “sell- 
ing” job for manufacturers and want 
their profits fixed accordingly. Com- 
paratively few are doing a real selling 
job. 

Meanwhile changes in the modes and 
speed of transportation, new methods of 
distribution, new retail and wholesale 
agencies have appeared within the last 
two decades, and not merely forced 
hundreds of wholesalers out of business, 
but jeopardized the position of all. 

Chain retail stores have taken a huge 
volume of sales from independent whole- 
salers. Chain wholesale establishments 
are performing the indispensable func- 
tions for products made by the manufac- 
turers who own them. 

There is a growing clamor for reduc- 
tions of the spread of those distribution 
costs that represent the difference be- 
tween the cost of the product and the 
price its user has to pay. Government 
and private agencies are making studies 
with that objective in mind. 

All these factors combine to make the 
position of the wholesaler more difficult 
to defend unless he performs certain spe- 
cific and indispensable functions as effi- 
ciently and economically as that is pos- 
sible and is willing to accept as his 
compensation such preferential discounts 
or margin as represents fair and equitable 
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payment for services actually and ef- 
fectively rendered. 

The British wholesalers have stopped 
pretending that it is their job to sell the 
goods they handle, but they propose to 
do the job involving all phases of the 
physical distribution of goods better and 
cheaper than that can be done by any 
other agency. The British Electrical 
Wholesalers’ Federation has ceased to 
wrestle with strictly selling problems 
and proposes “to educate its members to 
give a more complete service, both to 
the buyer and to the manufacturer.” 

There are, of course, important differ- 
ences between American trade customs 
and buying habits and those of Great 
Britain. If, however, we should delve 
into a study to identify those economic 
forces that are the cause of the position 


which the British wholesalers have 
taken, we would probably find that identi- 
cal influences are at work here. 

If that is true, we must expect that 
sooner or later American wholesalers 
will inevitably face the necessity of fol- 
lowing the British example. 


New Publications 


Home Owners Hanp Book—Edited by 
C. B. Smith, 265 pp., illustrated with 
photographs, plans and drawings.— 
Housing Publications, Inc., 25 West 
43rd St., New York City, 1935. Price 
50 cents. Emphasis is placed, through- 
out the book, on correct lighting in the 
home and on arranging the home— 
whether it be a building job or one of 
remodeling or repair—so that the great- 
est possible use may be made of elec- 
tricity and electrical appliances. The 
chapter dealing with “The Efficient 
Kitchen,” for example, contains sugges- 
tions for proper lighting, a section on 
outlets for electricity, information about 
electric hot water heaters, electric wash- 
ers, electric ranges, motor driven ven- 
tilators, electric refrigerators and the 
like. 

COMPENSATING WHOLESALE GROCERY 
SALESMAN—37 pp. Policyholders Serv- 
ice Bureau, Metropolitan Life Insurance , 
Co., One Madison Ave., New York City. 
Available gratis on request. A survey of 
the practices of 84 wholesale grocers 
located in 37 states. Reports results ob- 
tained from five types of compensation 
plans: straight salary; salary plus bonus 
or commission; straight commission on 
sales or collections; straight commis- 
sion on gross profit, and straight com- 
mission on net gross profit. Experiences 
of individual wholesalers with particu- 
lar compensation plans are included in 
the report. 








Electrical Supply Co., St. Louis. 
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+ A Mighty Fine Crowd stands out in front “of” and “for” the Barrett 
In front are Mr. Gallagher, Nelson Wal- 


ter, of F. P. Walter Co., Walter S. Barrett, president, Miss Utterback, Miss 
Scott, and R. Drenkhahn, purchasing agent. In the rear, Messrs. Schmidt, 
Jeep, Warnky, Pinter and M. J. Cleary, vice-president. 
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“Sells” Ideas Instead 
Of Merchandise 


“Selling” ideas instead of merchan- 
dise has proved to be an effective means 
of moving goods for a Connecticut de- 
partment store. The first greeting that 
a customer receives as she steps into the 
appliance department is an invitation to 
enjoy a cup of coffee. Invariably she 
accepts and that offers an opportunity 
for some subtle selling of the coffee 
maker. 

Conversation naturally ensues and the 
saleslady promptly launches into a dis- 
cussion of modern entertaining and the 
wonderful help that some of the new 
electrical appliances can be in making 
any party a success. She then proceeds 
to present combinations of equipment 
and describe some of the tasty dishes 
that they will prepare or the easy 
manner in which a large number of 
guests can be provided for. 

The introduction of the names of a 
few people of prominence who use this 
equipment regularly for afternoon bridge 
parties or other forms of entertainment 
often helps to create the desired effect. 


Simple Inventory Control 
For Small Retailers 


Here is a simple inventory contro) 
which will definitely indicate at all times 
the condition of the store stocks together 
with the point at which to re-order so that 
a minimum inventory will be carried. 

First, make a complete list of all the 
items that are carried in stock, as of a 
particular date, together with their loca- 
tion, either by number or letter. Then 
arrange these in alphabetical order. 
Fasten a laminated wooden board on the 
wall of the stock room or office. Then 
nail cleats to the board sufficiently far 
enough apart to accommodate holders. 
Upon the holders, nail common tin “C”’ 
shaped strip holders. Into each one of 
these strips insert a slip of paper upon 
which is typewritten th® name of the 
item, its common understood size, its 
location, and the minimum number that 
should be carried in stock before a re- 
order is put through, followed by the date 
of such inauguration. 

On the cleats and opposite each of these 
holders there also should be fastened, cor- 
responding strip holders. As each item 
in stock reaches the minimum indicated 
on these strips, a strip of paper is in- 
serted in the parallel holders, with the 
quantity to be re-ordered, together with 
the date of the last order and the date of 
the re-order. 

Two decided advantages are obtained 
by this method. First it instantly shows 
the items that are moving and those that 


Which the 
wholesaler’s 
salesman 
can pass on 


to his dealers 











are not, by the number that were sold 
over a given period of time. Second, it 
eliminates the possibility of ordering 
more of the same items in stock than are 
necessary to maintain a well-rounded 
stock at minimum investment. 


Refrigerator Thermometer 
Brings Demonstration 


A simple little refrigerator thermom- 
eter has made a substantial number of 
sales for an enterprising dealer in Mas- 
sachusetts. Each of his salesmen carry 
one of these devices in their sales port- 
folio. When making calls on prospects 
where the front door opens slowly, they 
offer to make an overnight refrigerator 
test, without obligation, to see if their 
present box is working properly. 

This gets the salesman into the house 
and. provides an opportunity for a 
second call and a demonstration. Armed 
with the facts on the cost of food spoil- 
age at incorrect temperatures and the 
economy of electric refrigeration, the 
salesman has an excellent opportunity to 
convince the prospect of the value of 
a new refrigerator, at the very moment 
when she has come to realize the in- 
efficiency of the old one. 








+ At The Blackboard, about to give 
the boys a few pointers on indus- 
trial lighting, stands T. E. Pfischner, 
of the Iron City Electric Co., Pitts- 


burgh. In that city there are plenty 
of mills, factories, etc., so all the 
salesmen have been after the in- 
dustrials. 
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One Free Sale In 20 Draws 


Host of Customers 


One day a month, a good-sized radio 
and appliance dealer in the Middle West 
sets aside every 20th sale as a gift. The 
customers, of course, do not know their 
number until their money is returned 
from the cashier and the salesman tells 
them that the merchandise which they 
have just bought is theirs with the com- 
pliments of the store. 

As no one but the cashier has a 
record of the number of sales, the free 
purchase may be a new tube, a new 
radio, a new clock or any other article 
of merchandise. There is no attempt 
made to control the item which happens 
to be number 20. 

Such an opportunity for a gift 
naturally attracts a large delegation of 
purchasers to the store. What is even 
better, they make more extensive pur- 
chases in the hope that theirs will be 
number 20. 

In order to give the idea the widest 
possible publicity, the dealer distributes 
radio service cards a few days before 
the free sale day. These cards offer a 
free radio check-up in the home and an 
opportunity to make any necessary~pur- 
chases of tubes or other equipment on 
the free sale day. Thus he develops 
considerable replacement business and 
new customers for the store, which would 
never have materialized without some 
special incentive. 


Laundry Window Features 
Weekly Savings 


An effective washer window display 
has been worked out by a dealer in the 
West. The center of attraction is a mis 
cellaneous collection of clothes, all care 
fully laundered and ironed. Back of the 
pile of clothes is a simple chart, listing 
the actual cost of washing and ironing 
the collection and the time required for 
each operation. 

A similar chart gives the cost of the 
work, according to laundry rates and the 
average time required by the laundry 
from the time that the clothes leave the 
house until they are returned again. 
The figures are then compared and the 
savings outlined. Another sign with 
large letters asks, “Can you afford not 
to buy one?” 

A washing machine occupies one 
corner of the window and an ironer 
fills up the other. A hand iron stands 
in front of the clothes in the center. 
The month by month cost of each is 
noted so that the prospect can quickly 
compare the total monthly cost by both 
methods. 
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Trade Associations 





Mohawk Valley Club 
Elects Parker 


The annual meeting of the Mohawk 
Valley Club, held in Syracuse on Oc- 
tober 29, was one of the best in the 
history of that organization, both in at- 
tendance and quality of program. 

A paper on “Wholesaler Performance 
and Compensation,” prepared by Karr 
Parker, president, McCarthy Bros. & 
Ford, Buffalo, was read by J. A. Mun- 
hall, sales manager of the same firm. 
This paper, which contained a statis- 
tical study of profit margins on various 
commodity lines, was discussed at 
length, and W. J. Drury, Graybar Elec- 
tric Co., New York City, emphasized 
the importance to the wholesaler of 
maintaining margins. It was generally 
conceded that profit margins were not 
being maintained and that the whole- 
salers’ profit rate was less in 1935 than 
in 1934. 

A resolution was unanimously passed 
to the effect that all electrical whole- 
salers should strictly maintain manufac- 
turers’ suggested resales. It was pointed 
out that wholesalers could not ask for 
better margins from manufacturers until 
they, themselves, were religiously main- 
taining present schedules, also that, with 
an increasing volume of business, there 
was an increasing tendency on the part 
of some wholesalers to reduce prices. 

Mr. Parker was chosen to succeed 
H. I. Sackett, as chairman of the club 
and Mr. Sackett was commended for the 
excellence of his administration during 
the past year. Other officers elected 
were: K. S. Gorke, H. J. Gorke Estate, 
Syracuse, vice-chairman; L. Meagher, 
Langdon & Hughes Electric Co., Syra- 
cuse, treasurer, and R. D. Glennie, 
General Electric Supply Corp., Buffalo, 
secretary. 


Lowell Johnson, Westinghouse Elec- 
tric Supply Corp., was selected to suc- 
ceed I. E. Greene, Southern Tier Elec- 
trical Supply Co., as Binghamton mem- 
ber of the executive committee. 

Other changes in committee personnel 
include: G. W. Hensel, E. S. & E. Co., 
Albany, chairman, merchandising com- 
mittee, replacing D. B. White, General 
Electric Supply Corp., Buffalo, and H. 
I. Sackett, H. I. Sackett Electric Co., 
Buffalo, chairman, central station re- 
lations committee, succeeding Karr 
Parker. 

© 


Indianapolis Electric League 
Holds Industrial Show 


Between four and five hundred indus- 
trial and utility engineers attended In- 
dianapolis’ first Industrial Electrical 
Show, held under the auspices of the 
Electric League at the Morris St. offices 
of the Indianapolis Power & Light Co. 
Local wholesalers and about 16 manu- 
facturers participated in the exhibit. 


Increases in Sales and Profits 
Reported to Credit Association 


Reports received last month by the 
National Electrical Credit Association 
indicate that manufacturers, wholesalers 
and distributors, experienced an_ in- 
crease in sales for the month of October. 

About 40 per cent reported an in- 
crease in inventory; 20 per cent a de- 
crease, and 40 per cent no change. 

About 80 per cent reported an in- 
crease in operating profit; 10 per cent 
reported a decrease, and 10 per cent no 
change. 

About 30 per cent reported an in- 
crease in commodity prices, while 70 








+ Industrial Modernization Show conducted by Electric and Radio Asso- 
ciation of Kansas City. Thirty-two manufacturers and the following whole- 
salers participated: Continental, Columbian, G. E. Supply, Glasco, Graybar, 
K. C. Electrical Supply, Missouri Valley and Rosner. 
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per cent reported no change whatever. 

About 50 per cent reported an in- 
crease in collection conditions; 10 per 
cent reported a decrease and 40 per cent 
no change. 

“In making our inquiry on the con- 
dition of receivables outstanding,” sec- 
retary A. F. Hearl reports, “about 40 
per cent reported the average days re- 
ceivables outstanding are better than a 
year ago, that is, for instance, if last 
year the outstanding averaged 40 days, 
this year they would average only 38 
days.” 


Refrigerator Parts Distributors 
Form Association 


Forty distributors of refrigeration 
parts and supplies met recently in De- 
troit and organized the National Re- 
frigeration Supplies Wholesalers Asso- 
ciation. Officers elected from the board 
of nine directors include: H. S. Mc- 
Cloud, Williams & Co., Pittsburgh, 
president; C. A. Kabat, Paramount 
Electric Supply Co., New York City, 
vice-president; H. W. Blythe, H. W. 
Blythe Co., Chicago, treasurer, and J. 
M. Oberc, J. M. Oberc, Inc., Detroit, 
secretary. 

The other directors are W. C. Greis- 
ser, Chicago, H. W. Small, St. Paul, 
H. E. Adams, Memphis, Robert Spang- 
ler, St. Louis, and Irving C. Alter, 
Chicago. 

7 


Washer-Ironer Campaign 
Boosts Distributor Sales 


Four hundred and seventy-two retail 
dealers participating in the first electric 
washer and ironer campaign to be con- 
ducted by the Electric Association of 
Philadelphia ‘produced sales of 3,490 
washers and 447 ironers for the 17 dis- 
tributor members of the Association 
over a four-week period. This repre- 
sented a 27 per cent increase in whole- 
salers’ washer sales over the preceding 
month and an 88 per cent increase in 
ironer sales. Sixteen different makes 
were included. The average retail price 
of machines sold during the campaign 
was $73.30 for washers and $69.50 for 
ironers. 

€ 


Federal Reserve Reports 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of September : 














September 1935 To 

with date 

with 

Federal Reserve} August | Sept. year 

District 1935 1934 ago 
Chicago........}] —11.2 | +50.1 | +22.9 

Philadelphia...| —16 + 8 + 2 
San Francisco..| — 1.3 | +39.1 | +32.2 
St. Louis......| + 1.6 | +39.0 | +20.4 
PUES. 653.6 — 1.2 | +31.6 | +22.3 
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THE IDEAL DISTRIBUTION CENTER FOR 
NEW OR REMODELED BUILDINGS .....-. 


Small in size—low in price—ornamental in appearance 
—Switch-Centers, the new Switch and Fuse Panel, 
have “clicked” with Contractors, because they possess 
the following advantages: 





4 Circuit 


Cat. No. PS304F (1) Solderless Lugs in the Mains and Patented Quick- 
Wire Connectors in the Plug Fuse Branches, con- 
tribute to quick and easy installation. 


(2) Switch ahead of Fuse gives a higher safety factor 
than Fuse only Panels—at very little additional cost. 


(3) Steel Handle NID Toggle Switches are 30 Amp. 
capacity of the NID Type, featuring floating con- 
tacts, frictionless snap-action mechanism, and un- 
breakable steel handles, properly grounded. 





8 Circuit 


bi ia aaa (4) Shallower Boxes—4” deep, now permit SWITCH- 
CENTERS to be installed between studding, for 
flush jobs. 


(5) Superior to Gang Switch Plate Type. The 
SWITCH-CENTER, an integral compact prod- 
uct, is vastly superior in appearance and installation 
cost, to the synthetic fuse cabinet with gang switch 
plate. 


Note, from lower cut, how it is easily possible 
to remove the Switches from the assembly 
without removing the Unit itself or the 
Cabinet front. 





12 Circuit 
Cat. No. PS312F 


Contractors Know and Appreciate 


THESE UNIQUE SWITCH-CENTER FEATURES 






BULLDOG ELEC TRIC/PRoDUCTS Co. 


DETROIT MICH. U.S.A. 


Manufactured and Sold in Canada by BULL DOG ELECTRIC PRODUCTS OF CANADA, LITD., Toronto, Ont, Canada 
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Wholesaler Activities 





J. L. Busey Made President 
Of G. E. Supply 


Gerard Swope has resigned as chair- 
man of the board of directors of the 
General Electric Supply Corp.; and J. 
L. Buchanan, formerly president, has 





J. L. Buchanan 


been elected to succeed him as chair- 
man. J. L. Busey, formerly manager of 
sales of the appliance sales division of the 
merchandise department of the General 
Electric Co., has been elected president 
of the General Electric Supply Corp. 
Mr. Busey, born in Missouri, made 
his advent into the electrical industry in 





J. L. Busey 


1909 as a salesman for Capital Electric 
in Salt Lake City. He spent the next 
ten years in both the retail and whole- 
sale fields. In 1919, he joined Butte 
Electric Supply. In 1925, he became 
associated with Pacific States Electric 
as assistant to the president, in charge 
of sales. In 1929, he went to Boston 
as New England district manager of 
the G. E. Supply Corp. He became suc- 
cessively appliance sales manager and 
general sales manager of the G. E. 
Supply Corp. in 1932. That same year 
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he was appointed manager of appliance 
sales of General Electric’s merchandise 
department, continuing in this position 
until his recent election to the presi- 
dency of the Supply Corporation. 


Philips Retires from Graybar, 
Is Succeeded by Hammond 


A. D. Hammond, merchandise man- 
ager at Graybar’s Atlanta house, has been 
appointed manager of the Birmingham 
branch. He succeeds W. R. Philips, who 
retires after 30 years of active service 
with the Graybar organization. 

Mr. Hammond has a record of 29 
years with the company, spending most 
of this period in the Atlanta office. In 
1925 he went to Miami as sales manager 
of that branch and, in 1928, was trans- 
ferred back to Atlanta as merchandise 
specialist. Shortly afterward he was 
promoted to the position of merchan- 
dise manager, which position he has 
held until the present time. 


New Branch at Oakland, Calif., 
Opened by Incandescent Supply 


The Incandescent Supply Co., San 
Francisco, with branches at Fresno and 
Los Angeles, has opened its fourth 
house at 19 Grand Ave., Oakland. 
Headquarters at 776 Mission St., San 
Francisco, have also been remodelled. 

This firm, which last year took over 
the premises and most of the personnel 
of the Western Light & Fixture Co., 
Los Angeles, now has approximately 70 
employees, has added several important 
lines since the first of the year, and has 
just completed the distribution of a 76- 
page electrical supply catalog. 


Kiefer Electrical Supply 
Holds Annual Trade Show 


In cooperation with the representa- 
tives of many prominent manufacturers, 
Walter S. Kiefer, president of the 
Kiefer Electrical Supply Co., Peoria, 
Ill., staged his annual exhibit for the 
industrial executives, engineers and 
electricians of Central Illinois from No- 
vember 5 to 7. 


« 
Graybar Presents Service Awards 


In November, five employees of the 
Graybar Electric Co. received their 20 
year service awards. Two credit mana- 
gers, Frank DeGruchy at New York 
and Robert B. Wilkinson at Pittsburgh 
are on the list with uninterrupted ser- 
vice records that date back to 1915. 
Robert Peck, a salesman at St. Louis, 


Josephine Long, secretary to the mana- 
ger at New York, and Edward Duval 
of the warehouse division at St. Louis, 
each completed a 20 year’s service 
record last month, while Georgiana V. 
Dougherty, secretary to the manager at 
Philadelphia, completed her thirtieth 
year of Graybar service. 
. 


Corpus Christi Wholesaler 
In Larger Quarters 


John Remonte, president, Electric 
Sales Co., Corpus Christi, Texas, an- 
nounces that his company has moved 
from 219 South Staples St., to new 
quarters at 218 South Caranachur St., 
where a 100 per cent increase in floor 
space will permit the carrying of greatly 
enlarged stocks. 


Wally Electric Builds New 
Fixture Room 


So that their customers can get a 
better idea of their Virden fixture line, 
the Wally Electrical Supply Co., Pitts- 
burgh, lately completed a new fixture 
display. In the room measuring 20 ft. 
x 40 ft., each of 150 ceiling and wall 
units can be lighted. Latest type porta- 
ble lamps are also displayed. 


a 
Dodge Electrical Supply Moves 


On December 1, the J. W. Dodge 
Electric Supply Co., Tulsa, Okla., 
moved from 418-422 East Second St., 
to new quarters at 211 South Lansing 
St. 


2 
Graybill Branch Moves 

The Lancaster branch of Jno. E. 
Graybill & Co., York, Pa., has moved 
from 31 North Water St., to new and 
larger quarters at 219 North Water St. 








+ Just Like May on the day that 
E. J. Herr, left, and L. M. Wood 
stepped into some of that St. Louis 
sunshine. Mr. Herr is general man- 
ager of Kusel Telephone & Elec- 
tric Supply Co., and Mr. Wood is 
a member of Wood & Anderson 
Co., manufacturers’ agents. Both of 
these fellows reported that  busi- 
ness in the town made famous by 
Dizzy Dean is really improved. 
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+ Graybarites of Wichita, Kansas. 


fine if smiles are a criterion. 


Life seems to be treating these folks 
Bob Uhrig, right, is service supervisor, Mrs. 


Geraldine Hill is the “office force” and Chester Short sees that the stock 


room is always in tip-top shape. 





Dearborn Branch Enlarged 
By Michigan Chandelier 


D. E. Love, manager of the Dear- 
born branch of the Michigan Chandelier 
Co., Detroit, reports the completion of 
a new addition which doubles the capa- 
city of both the warehouse and show- 


rooms, 
* 


Kim Electric Moves 


The Kim Electric Co., Pittsburgh, 
recently moved from 113 Seventh St., 
to larger quarters at 111 Smithfield St. 
Besides adding space, this firm has 
taken on two new employees: Charles 
J. Kehr, who covers five surrounding 
counties, and C. Albert Kerr, counter 


man. 
* 


Carr Builds Warehouse 


The R. T. Carr Sales Co., 919 West 
First Ave., Spokane, Wash., has com- 
pleted a new warehouse on a 90 x 135 
ft. plot, acquired last summer. Mr. Carr, 
in addition to conducting a wholesale 
electrical supply, appliance and fixture 
business, also owns the Spokane Weld- 
ers Supply Co., distributors of welding 


equipment. 
* 


G. E. Supply Appoints 
Branch Managers 


New appointments of branch man- 
agers, announced last month from 
Bridgeport headquarters of the General 
Electric Supply Corp., include: C. B. 
Davidson, Nashville ; T. M. Harris, Chat- 
tanooga; J. G. Cason, Knoxville, and R. 
J. West, Miami. J. E. Crotty, formerly 
branch operating manager at Savannah, 
has been promoted to branch manager. 


Several New Men With 
Allied Electric 


Not only has the Allied Electric 
Supply Co., Pittsburgh, been added to 
the radio distributor list of Stewart 


Warner, but the firm has also added 
to its payroll. Harry Steinman, K. W. 
Lewis and Ralph Bowman have been 
added to the sales force to handle all 
lines. A new man in the field, David 
Hollander, is in the stock room. 


Westinghouse Electric Supply 
Expands York District 


The territory west of Harrisburg to 
Altoona and north to Williamsport, pre- 
viously served by the Philadelphia office 
of the Westinghouse Electric Supply 
Co., has been transferred to the York 
district. This district also includes the 
central southern part of Peoria, em- 
bracing the trading areas of Chambers- 
burg, York, Lancaster and Harrisburg. 

T. P. Jones, a direct factory repre- 
sentative of Westinghouse Electric & 
Mfg. Co., is now located in the York 
office, and C. F. Cook, salesman, has 
been transferred to the York house from 
the Supply Co.’s Philadelphia office. 





Graybar Branch Adds 
To Sales Force 


Robert A. Bartley, formerly with an 
ABC washer distributor in Boston, is 
heading the newly created radio de- 
partment of Graybar’s Pittsburgh house. 
To aid Mr. Bartley in selling the At- 
water Kent line are several new sales- 
men; George Mills, Roy Cunningham, 
Ed Stahlnecker and Al Erwin. 


Lindley Electric Supply Holds 
Annual Appliance Show 


The third annual appliance show of 
the Lindley Electric Supply Co., was 
held in the company’s showrooms at 
4910 North Fairhill St., Philadelphia, 
from November 11 to 15. More than 
500 personal invitations were extended 
to the trade in the North Philadelphia 


area. 
* 


Sager Enlarges Display Room, 
Modernizes Lighting 


The Sager Electric Supply Co., Bos- 
ton, has enlarged its toy and radio dis- 
play facilities at 201 Congress St., by 
about 200 sq.ft., and installed modern- 
ized lighting, using 200-watt units. 
About 15 per cent more space is now 
available for this branch of the com- 
pany’s business. 

4 
Little In New Location 


A. M. Little, Syracuse, N. Y., whole- 
saler, has established new quarters at 
415 East Jefferson St. 


+ 
FHA to Require Adequate 
Wiring and Lighting 


The Federal Housing Administration 
has announced that before approving a 
mortgage for insurance, plans and speci- 








+ Business Must Go On as usual, so we had to take E. C. McEachraon 


with his ear glued to the phone. 
man, who protests that he does not film well. 
Both have the interests of Graybar of Tacoma, Wash., very 


as to this. 
much at heart. 
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There also is J. G. Gillespie, counter 
Yov can judge for yourself 
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+ On One Of His Calls we met 
N. R. Walter who has been doing 
right well as a manufacturer’s 
salesman in the St. Louis territory. 
Mr. Walter is associated with his 
brother, F. P., who heads the F. P. 
Walter Co. of that city. 





fications of the proposed structure are 
thoroughly examined by the chief 
architect of the local underwriting staff 
from the standpoint of adequacy. On 
approval of the loan and the start of 
construction operations, periodic inspec- 
tions of the house are made under the 
direction of the chief architect in order 
to determine whether or not the struc- 
ture is being erected in conformity with 
the approved drawings and _ specifica- 
tions, and to assure good construction 
and workmanship. During those inspec- 
tions particular attention is given to the 
electrical systems. The inspection covers 
materials, workmanship, equipment, lo- 
cation and arrangement. 

In the past far too many homes have 
been designed and built without suffi- 
cient consideration being given to the 
electrical system and its proper instal- 
lation. As long as it passed the local 
inspection standards, many building 
contractors were content to let it go at 
that. Fundamental factors regarding 
proper lighting and the use of electrical 
appliances were disregarded. 


Much of the blame for improper light- 
ing equipment, awkwardly placed outlets, 
etc., can be traced to the fact that many 
houses were built mainly for specula- 
tive purposes, which naturally resulted 
in skimping on material and equipment. 

In announcing its inspection policy, 
FHA states that it is concerned with 
the building of more homes but also 
with the building of better homes, and 
that it will not stand for jerry-building. 
Only on properly designed, well con- 
structed homes located in good neigh- 
borhoods will mortgage loans be ap- 
approved for insurance. 


MELVILLE C. Acer, formerly of the 
stock department of the Graybar Elec- 
tric Co., Boston, has been transferred to 
the quotation section of the supply de- 
partment, now headed by Henry G. 
RappeLt. Mr. Rappell succeeds WIL- 
LIAM Monroe, who recently retired. 


Roy Straus and WILLIAM EpGar are 
recent additions to the outside sales 
force of Lindley Electric Supply Co., 
Philadelphia. CHARLES ZANINE and 
CHARLES SENIOR are now helping 
handle inside sales for this company. 

Davin M. Smiru, formerly cor- 
respondent for Westinghouse Electric 
Supply Co., New Haven, has recently 
been assigned to the Waterbury terri- 
tory as supply salesman. JoHN Bow- 
DITCH will fill Mr. Smith’s former post 
and also act as order clerk at New 
Haven, where Frep BoorH is the new 
assistant in the shipping department. 

Horace B. Biss, appliance specialist, 
formerly with the Graybar Electric Co., 
Richmond, has joined the New Orleans 
branch of this company. He will cover 
Louisiana and Mississippi. 

W. J. (Brt_) Kine, a former elec- 
trical contractor, has joined the Wels- 
bach Sales Co., of Cincinnati. He will 
cover the local territory on supply lines. 








+ The Shirt-Sleeve Brigade of the Springfield (Ill.) Electric Supply 
With coats pealed off they are set to serve all comers. 





Eo. 


From the left, 


G. F. Ritter, sales, B. M. Cunningham, book keeper, W. R. Schnirring, presi- 
dent, Frank Vernor, sales, and George Etter, shipping clerk. 
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Miss GERTRUDE MEYERS is a recent 
addition to the publicity department of 
Westinghouse Electric Supply Co., New 
Haven. 

FLoyp SELDOMRIDGE is the new man 
on the counter at the Jno. E. Graybill 
Co., Lancaster, Pa. 


GeorGE KLEIN is the latest addition 
to the outside sales staff of Hi-Fro Elec- 
tric Supply Co., Plainfield, N. J. Han- 
dling counter customers is the new 
assignment of Irvinc HirscuH. 


GeorcE H. Curtis is covering metro- 
politan territory for the Incandescent 
Supply Co., San Francisco. 

WILBUR KINGSBURY is a new inside 
man at the Michigan Chandelier Co.’s 
Dearborn branch. 


H. E. Rescu has joined Graybar’s 
Indianapolis house as appliance spe- 
cialist. 

Harry FELDSCHER is covering the 
city and suburbs for M. K. Clarke & 
Co., St. Louis. Harry formerly sold in 
that territory for the Bright Star Bat- 
tery Co. 

Ken Rose, a newcomer in the elec- 
trical business, is with Crescent Electric 
Supply Co., Quincy, IIl., as a price clerk. 

PauL ENG.LisH has recently been 
added to the office staff of Hartman- 
Spreng, Mansfield, Ohio. 


Gorpon Bur LeIcH recently joined 
the Erie, Pa., branch of General Elec- 
tric Supply Corp. to contact the appli- 
ance trade. Mr. Burleigh hails from 
Buffalo where he sold the Atwater Kent 
line. 

FRANK Trapp and CLIFFORD POWELL 
are newcomers to Keps Electric Co., 
Pittsburgh. Mr. Trapp, formerly with 
Liberty Light, is selling all lines out in 
the territory. Cliff Powell is working 
in the warehouse. 


J. L. Reep, recently with Westing- 
house Electric & Mfg. Co., is now asso- 
ciated with Reed Bros. Electric Co., 
Lima, Ohio, as a local salesman. 


Epwarp J. DritscHEL will cover 
metropolitan sales for Irving Electric 
Supply Co., New York. Robert Kirsch- 
gessner has been added to the inside 
sales force of this company. 


B. S. BEALL is the new comptroller of 
the National Electrical Supply Co., 
Washington, D. C. 


L. NetsurN has replaced S. GOLER 
as manager of the Gertler Electric Sup- 
ply Co.’s branch at Long Island City. 


M. P. Maxwe tt, formerly with the 
Voye Electric Supply Co., Boston, has 
joined the sales staff of the Bay State 
Electrical Supply Co., of the same city. 


THOMAS FEIcER, formerly of the ac- 
counting department of the General 
Electric Co., Bridgeport, has been ap- 
pointed comptroller of Milhender, Inc., 
Boston. He succeeds CHARLES M. Tut- 
TLE, who has joined the supply depart- 
ment of the Elliott-Lewis Electrical Co., 
Philadelphia. 
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O many details are “out of sight, out 
of mind” on Safety Switches. Mount- 
ing bosses, for instance. They're in back, 
and hence often forgotten by both the 


i buyer and the switch manufacturer. 


_ But later they may come to mind for- 
| cibly. When switches are installed on an 


| uneven surface, a box without mounting - 


bosses can cause a wobbly and un- 
| workmanlike job. And if water drips 
down the wall it’s bound to rust out the 
| back and seep into the working parts, 
bringing justified complaints. 

Mounting bosses are just another big 
“little detail” that's remembered in C-H 
Safety Switch design. C-H mounting 
bosses make a box set square and true 


on nearly any surface, and they keep 
the box off the wall; water runs down 
harmlessly, and stays out of the box... 
C-H Keyhole mounting slots are another 
“detail’’—they permit you to put in 
mounting screws first, then hang the box, 
and that's that. 

Compare C-H Safety Switches detail 
by detail and you will buy the way C-H 
manufactures —with regard for the so- 
called “details” that add up to perform- 
ance and satisfaction! . . . Featured by 
alert contractors and independent elec- 
trical wholesalers everywhere. CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of 
Electric Control Apparatus, 1327 St. Paul 
Avenue, Milwaukee, Wisconsin. 


@ The C-H line includes all types and sizes of 
Standard, Weatherproof and Explosion - Proof 
Safety Switches, and Range Switches and Service 
Equipment for every locality — all built to the 
famous C-H Control Leadership Standards. 











Manufacturers’ News 





C. E. Wilson Heads Consolidation 
Of G. E. Appliance Activities 


Charles E. Wilson of Bridgeport, 
vice-president in charge of the merchan- 





Charles E. Wilson 


dise department of the General Electric 
Co., has been assigned responsibility for 
the direction of all appliance activities 
of the company. In taking on these 
duties he assumes the additional respon- 
sibilities heretofore directed by T. K. 
Quinn, who as vice-president has been 
in charge of specialty appliances at 
Cleveland and chairman of the appliance 
sales committee. Mr. Quinn has re- 
signed and on January 1 will become 
president of Maxon, Inc., advertising 
organization of Detroit, Cleveland and 
New York. 

In his new position, Mr. Wilson will 
divide his time between Bridgeport and 
New York offices of the company and 
will be principally concerned with radios 
and merchandising products at Bridge- 
port, refrigerators, electric ranges, and 
specialty appliances at Cleveland and 
with air conditioning apparatus manu- 
factured in Bloomfield, N. J. 

Mr. Wilson has announced the con- 
solidation of the specialty appliance de- 
partment, Cleveland, and the merchan- 
dise department, Bridgeport, into a 
single unit to be known as the appliance 
and merchandise department. 

P. B. Zimmerman, formerly manager 
of the specialty appliance department 
has been appointed general manager of 
appliance sales. 

R. J. Cordiner has been named man- 
ager of the radio sales division; G. J. 
Chapman, manager of the specialty ap- 
pliance sales division; D. C. Spooner, 
Jr., manager of the home laundry equip- 
ment and cleaner sales division; and R. 
W. Turnbull, manager of the traffic ap- 
pliance sales division. Messrs. Cordiner, 
Spooner and Turnbull were formerly 
assistant managers of the appliance sales 


32 


division of the merchandise department ; 
and Mr. Chapman was assistant man- 
ager of the specialty appliance depart- 
ment. 

e 


C. F. Burgess Laboratories 
Announce Elections 


C. F. Burgess Laboratories, Inc., 
Madison, Wis., announce that, after 25 
years of corporate existence, the office 
of chairman of the board has been cre- 
ated. C. F. Burgess has been elected 
to this office, and Arba B. Marvin, of 
New York, succeeds him as president. 
Mr. Marvin, a participant in the organi- 
zation of the laboratories, has served as 
its attorney for the past 20 years. 


New Detroit Agency 


H. R. Turrell and J. D. (Jack) Ben- 
field, announce the organization of Tur- 
rell & Benfield, Inc., manufacturers 
agents, with offices in the Architects’ 
Building, Detroit. 

The new firm, which has engaged K. 
T. Starkweather to cover Michigan ter- 
ritory outside of Detroit, is representing 
both Thomas & Betts and Steel & Tubes, 
Inc. in the Badger State. 


e 
Ray-O-Vac Announces Promotions 


Through a change in organization in 
the Ray-O-Vac Co., Madison, Wis., 
Irving K. Fearn, formerly general sales 
manager, becomes assistant to Mr. Car- 
gill, president of the company. L. H. 
(Lou) Keller succeeds him as _ sales 


manager. Mr. Keller has been asso- 
ciated with the flashlight and battery 
industry almost continuously for 27 
years. He will devote his entire time 
to the problems of the distributor and 


dealer. 
& 


George Thomas With Hygrade 


George N. Thomas, formerly branch 
manager in Buffalo, for the Nineteen 
Hundred Washer Co. and Eureka 
Vacuum Cleaner Co., and later manager 
of the lamp department of the H. I. 
Sackett Electric Co., Buffalo, has joined 
the sales organization of the Hygrade- 
Sylvania Corp.’s lamp division as a 
special representative. 

» 


Van Cleef Adds to Sales Staff 


Van Cleef Bros., Chicago, has ap- 
pointed W. C. Floyd to handle sales 
on “Dutch Brand” products in North 
and South Carolina, Georgia, Florida, 
and Virginia. George Bills, who for- 
merly covered this territory, will now 
devote his full time to Tennessee, Ala- 
bama, Mississippi, Kentucky, parts of 
Indiana, Florida, and Illinois. 


Manufacturers’ Agents to Handle 
C. D. Wood Products 


The C. D. Wood Electric Co., New 
York City, have appointed the follow- 
ing sales representatives: Lewis W. 
Barnes, Atlanta; H. T. Cory Co., Dal- 
las; A. W. Duhon Co., Los Angeles; 
Electrical Sales & Engineering Co., 
Chicago; L. D. Kissinger, Columbus; 
J. C. Neville Co., Kansas City; M. Z. 
Rosenfield, Grand Rapids; W. C. 
Rice Co., San Francisco; Schmidt Sales 
Co., Denver; Lewis Slubin, Philadel- 
phia; N. H. Spindler, Gulfport, Miss. 








+ Chicago Golfers. At an outing of the Chicago Electric Golf Club, five 


fellows lined up in step formation. 
On his left stands the chairman, Riley DeLano, West- 
Next to Mr. DeLano stands Bill Gender, 
The treasurer, F. E. Glassman, J. P. Simons & Co., is at 


Meade Electric Co. 
inghouse Electric Supply Co. 
Crescent Wire. 


The “pivot” man is E. R. Hansen, 


the extreme left, and E. E. Leasure, Monroe Electric Co., completes the 


group. 


ELECTRICAL WHOLESALING — December 1935 





~~. % ¥ % * 
\ \ : » % ‘ a \ 


* si aes <n ciocmcr atninccdebiiis 


k odo oat seth ee F 


ee ee Se ent eee es ore t+. ae 


igo 








ARROW W@W avex 


IVORYLITE is a cream-tinted, white moulded material, 


ivory-like in appearance and of solid color throughout. 
It is not a finish and will not chip, flake or wear off. 
When soiled it is easily cleaned with a damp cloth. Plates 
have the same attractive border as the regular brown. . . 














Switch handles, Receptacles and Plates of IVORYLITE 
harmonize with light interiors and are less conspicuous on 
walls. IVORYLITE Devices include Flush Switches and 
Receptacles — Duplex and Radio — with Plates. Ask for 
illustrated page supplement to your regular catalog. . . 


THE ARROW-HART & HEGEMAN ELECTRIC co. ARTORD: CONN. 
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OVERHEARD AT THE DRAKE'S BAR 


Peltier Joins Fairbanks-Morse 
As Refrigeration Engineer 

W. Paul Jones, vice-president, Fair- 
banks-Morse Home Appliances, Inc., 
has announced the appointment of 
Krank D. Peltier as chief engineer of 
the refrigeration division. A graduate 
of the Brooklyn Polytechnic Institute, 
Mr. Peltier has spent the last seven 
years with Servel, Inc., occupying im- 
portant positions in the research, en- 
gineering and production departments. 


es 
Motor Repair Shop Survey 


Distributors selling to motor repair 
shops may secure copies of a new sur- 
vey listing the material and equipment 
requirements, as reported by 246 shops, 
by addressing the Electrical Trade Pub- 
lishing Co., 330 West 42nd St., New 
York City. 

. 


Crosley Declares Preference 


For Metal Tubes 


Powel Crosley, Jr., president, Crosley 
Radio Corp., has declared emphatically 
in favor of metal tubes as being superior 
in many respects to glass tubes. 





+ Gerard Swope, president of Gen- 
eral Electric Co. faces the camera 
before entering the Administration 
Building of Incandescent Lamp De- 
partment, Nela Park, Cleveland. 
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“Metal tubes,” according to Mr. Cros- 
ley, “have many mechanical advantages 
over glass tubes. They match perfectly 
and can be replaced exactly; they are 
stronger and sturdier; they are easy to 
insert; no fumbling or fear of electric 
shocks; the tube base is permanently 
tight—being mechanically locked—it can- 
not come loose; they are much smaller in 
size. The metal tube has proved itself. 
It is here to stay.” 





Obituary 


Sylvester C. Greusel 


Sylvester C. Greusel passed away at 
St. Mary’s Hospital, Milwaukee, on 
November 9. He was sixty years of age. 

Mr. Greusel was born in Detroit, the 
son of Sylvester and Louise Greusel. In 
1880 the family moved to Hastings, 
Mich., where he graduated from high 
school in 1895. Mr. Greusel was first 
employed by the Hastings Iron Works 
as bookkeeper. In May, 1897, he went to 
work as ticket agent for the C. K. & S. 
Railroad at Hastings. He was later 
transferred to Kalamazoo, as_ general 
freight and passenger agent for that 
road. He then became general freight 
agent for the Michigan Central Rail- 
road with headquarters at Detroit, which 
position he held until 1920, when he 
went to Milwaukee and entered the elec- 
trical wholesaling business with his 
brother Frank Greusel, and Perry R. 
Boole. Their company, G-Q Electric Co. 
later became the Milwaukee branch of 
the General Electric Supply Corp., and 
Mr. Greusel continued with the company 
as local operating manager. 

Mr. Greusel was a member of Ken- 
wood Chapter, Masonic Lodge, F. & A. 
M., a charter member of the Knights of 
Pythias Lodge of Hastings, Mich., in 
which organization he served in every 
chair, and a member of the Westminster 
Presbyterian Church, where he served 
as trustee and treasurer. He was active 
in the Boy Scout movement, a director 
of the Milwaukee Boys Club, and served 
as a worker on several community fund 
drives. He was president of the Milwau- 
kee Association of Credit Men in 1925 
and 1926, and from 1926 to 1929 he was 
a director of the National Credit Asso- 
ciation. 

Mr. Greusel is survived by his wife, a 
son, Howard, and a brother Frank 
Greusel. 


J. LeRoy Flight 


J. LeRoy Flight, vice-president of the 
Union Equipment & Supply Co., Provi- 
dence, R. I., died at the Homeopathic 
Hospital in that city on October 28. 
He was born in Houlton, Me., in 1898, 
and came with the predecessor Union 


Electric Co., as an inside salesman, in 
1916. 

After passing his apprenticeship at 
the counter, he was sent out to call on 
industrial accounts and made many 
friends in that field. In 1931 the Union 
Electric Supply Co. was purchased by 
the General Electric Supply Corp. Mr. 





J. LeRoy Flight 


Flight, together with S. A. Jenks and 
R. L. Holmes, resigned and organized 
the present Union Supply & Equip- 
ment Co., in March of that year. Mr. 
Flight served continuously as secretary- 
treasurer of the new company until his 
death. 


Frank W. Hall 


Frank W. Hall, vice-chairman of the 
executive committee of the merchandise 
department of the General Electric Co., 
died on November 25 at his home in 
Stamford, Conn. He was 63 years old. 

Born in Lansing, Mich., Mr. Hall 
entered the electrical business as an em- 
ployee of the Sprague Electric Co., New 
York, at the age of 22. In 1905 he left 
this firm to organize a new national 
sales department for the Hammerschlag 
Mfg. Co. 

Returning to the Sprague company in 
1909 as manager of its Philadelphia 
office, he was promoted two years later 
to be sales manager of hoist equipment 
at New York, and in 1912, became sales 
manager of the apparatus division of the 
Sprague firm. 

In 1918, when the organization was 
merged with General Electric, Mr. Hall 
was made sales manager ‘of the entire 
Sprague Electric Co. He went to 
Bridgeport in 1922 as manager of the 
commodity sales division of General 
Electric’s newly established merchandise 
department, and the following year be- 
came manager of sales in the construc- 
tion material division. He was made 
vice-chairman of the executive commit- 
tee of the merchandise department in 
1933. 

At the time of his death Mr. Hall was 
a director of the General Electric Sup- 
ply Corp., Trumbull Electric Mfg. Co., 
Monowatt Corp. and the Rigid Steel 
Conduit Association. 
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A Seetion Devoted to Manufacturers’ Descriptions of Their Products 





Electric Dishwasher 


With the door in front to permit addi- 
tional work surface, this electric dish- 
washer can be installed as a separate 
unit or can be used with other standard 
kitchen cabinets. Equipped with two 
sliding shelves for dishes. Shelves will 
not bend under heavy load, due to the 
construction of runners. Unit is water- 
tight when doors are closed, due to special 
insulation used and well constructed hous- 
ing. Racks are made of Everdur metal 
or may be ordered in iron, rubber covered, 
at small additional expense. Free drain 
is insured as the grease is emulsified and 
passes out of the washing compartment 
with the soap suds. Adaptable for any 
size kitchen, the dish-washer measures 
48 x 25 in. Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio—Electrical 
Whelesaling, December, 1935. 


Cable Connector 


Designed to avoid the electrolytic cor- 
rosion that sets in when aluminum, in 
contact with copper, is exposed to the 
atmosphere, this “Servit” connector is 
made of Duralumin, and fitted with 
Copral bi-metal washers. A nut and 
pressure bar clamp two cables set in a 
U-bolt. Full strength of the material is 





~ ALUMINU 














retained because the connector is manu- 
factured by an exclusive forging process. 
In order to keep the aluminum line wire 
from coming in direct contact with the 
copper tap, two Copral washers are made 
to fit around the copper cable with the 
copper faces of the washer surrounding 
the copper cable, and the aluminum faces 
in contact with the aluminum conductor 
and the connector. Connector is in- 
stalled by using only a wrench, and after 
being tightened, will withstand vibration 
running into millions of cycles. At pres- 
ent, it is available for the popular sizes 
of aluminum and ACSR_ conductors. 
Burndy Engineering Co., 305 E. 45th St., 
New York City.—Electrical Wholesaling, 
December, 1935. 
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What's NEW 





Weatherproof Safety Switches 


Mounted in husky, weatherproof cast 
iron cabinets, this line of Type “A” 
Dualbreak industrial safety switches is 
ruggedly built to stand up under extreme 
operating conditions where excessive 
moisture, dust, lint, or corrosive agents 
may be present. Switching mechanism 
features quick-make and quick-break. 
Covers are bolted to the cases with 
rugged, non-corroding eye-bolts and wing 
nuts, the eye-bolts on the left side acting 
as hinges. Rubber gasket between cover 
and case is furnished to insure sealed fit. 
Operating handle has dust-tight bearing 
and is equipped with facilities for locking 
handle in “off” position, accommodating 
three standard padlocks to meet specific 





industrial safety requirements as in steel 
mills, etc. Provision is also made for 
padlocking cover to case. Cover has 
positive interlock for assured safety of 
operator. Models are rated up to 50 hp. 
and are available fused or non-fused. 
Colt’s Patent Fire Arms Mfg. Co., Hart- 
ford, Conn.—Electrical Wholesaling, De- 
cember, 1935. 


Replacement Heater Cord 


With a small unbreakable soft rubber 
plug permanently attached, this replace- 
ment heater cord consists of seven feet, 
size 18, special “long-wear” twined braid. 
The opposite end from the plug is fin- 
ished ready for attachment on any heater 
appliance that does not use a heater plug 





or for use with special types of heater 
plugs. Belden Mfg. Co., Chicago, Ill.— 
Electrical"Wholeésaling, December, 1935. 





Toaster Set 


Designed around a two-slice toaster, 
this “Servette Set” includes a crystal 
glass utility tray with five compartments ; 
a reversible cutter-board; a highly pol- 
ished stainless steel knife with a seven 
inch blade and a wood serving tray of 
three-ply maple veneer. Toaster is fin- 
ished in lasting mirror chromium plate. 
Element is the highest grade _ ribbon- 
nickel, chrome wire wound over genuine 
cut mica. Large handles on the tray are 
screwed on from the bottom. Finish is 
grained walnut. Tray may be used as a 
general serving tray and may be inter- 
changed with “Sandwich Set” or “Waffle 
Set.” Dominion Electrical Mfg. Co., 22 
Elm St., Mansfield, Ohio.—Electrical 
Wholesaling, December, 1935. 


Modern Radio 


Encased in a cabinet of modern design, 
this Kadette “66” is a six tube a.c-d.c. 





superheterodyne. Figured American wal- 
nut veneers have been carefully selected 
with a band of rich oriental walnut en- 
circling the rounded cabinet. Control 
knobs and the highly polished base are 
finished in black ebony. Horizontal grill 


“openings provide an unusual design. Set 


tunes standard broadcast, amateur, air- 
plane and all police bands. Cabinet is 
13% in. long, 9 in. high and 6 in. deep. 
Equipped with full-vision, double pointer 
dial with pilot light. Powerful five inch 
electro dynamic speaker. Two gang 
ball bearing condensers. Cool, heat-free 
power cord. Tropic impregnated coils. 
Rust-proof chassis. International Radio 
Corp., Fourth & William Sts. Ann 
Arbor, Mich. — Electrical Wholesaling, 
December, 1935. 
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Vapor Proof Unit 


Tapped four ways and furnished with 
three plugs, this vapor proof unit is 





adaptable for all installations. The gray- 
iron castings are heavily cadmium plated 
and precision machined. All pipe-receiv- 
ing holes are tapped 4 in. with conduit 
stops. Units can also be tapped for 
2 in. pipe. Regularly furnished with 
standard vapor proof globes and upon 
specification, heat-resisting globes can be 
supplied. Guards are of the screw type, 
cadmium-plated brass. Reflectors are con- 
structed of heavy gauge ingot iron, with 
acid-resisting, white porcelain enamel in- 
side and green outside. Known as the 
“X” type, this is one of a complete line 
of units listed as vapor proof by the 
Underwriters’ Laboratories. Bright Light 
Reflector Co., Brooklyn, N. Y.—Electri- 
cal Wholesaling, December, 1935. 


Metal Tube Radio 


Designed for both foreign and Ameri- 
can reception, this Model 615 radio fea- 





tures improved “hi-gain,” superheterodyne 
circuit, dynamic speaker, duo-colored, 
illuminated areo dial and metal tubes. 
Operates on a.c. or d.c. Lists at $37.50. 
Pierce Airo, Inc., 510 Sixth Ave., New 
York City—Electrical Wholesaling, De- 
cember, 1935. 


Gear Motors 


Including helical as well as worm gear 
drives, this line of quality gear motors 
and speed reducers is furnished for either 

















direct connected or coupled type, in 
single, double and triple reductions for 





horizontal, vertical or right angle drive. 
The motors on the double and triple re- 
duction units are supported on the gear 
case which is ruggedly constructed to 
handle the heavy torque loads of the slow 
speed shaft. The combination is designed 
for heavy duty service. Available with 
all types of motors. The “IXL” helical 
gear motors are particularly adapted to 
drives which require ? to 75 hp. and 
speeds down to six r.p.m. on the slow 
speed shaft when used with 1,700 r.p.m. 
motors. Worm gear motors are obtain- 
able in power capacities from ? hp. to 
40 hp. with speeds on the slow speed 
shaft down to 30 r.p.m. when equipped 
with 1,750 r.p.m. motors. Diehl Mfg. Co., 
Elizabethport, N. J.—Electrical Whole- 
saling, December, 1935. 


Food Warmer 


_ Made of heavy gauge steel, this buffet 
food warmer has a long-lasting Tri- 
chrome finish and is trimmed with black 
feet and handles. There are three “glass- 
bake,” heat-resisting glass dishes, each 
covered by a chrome-finshed, stamped 





brass lid with bakelite knob. Each dish 
has a capacity of 14 quarts. Equipped 
with high and low heat, this “Servewell” 
unit employs hot air as a heating medium 
instead of water. Two coiled wire ele- 
ments, mounted on porcelain holders 
covered over with a baffle plate, with 
louvers, distribute the heat evenly to all 
three food containers. Overall dimen- 
sions: length, 19% in.; depth, 94 in.; 
height, 74 in. Lists at $14.95. Utility 
Electric Co., 620 Tower Grove Ave., St. 
Louis, Mo.—Electrical Wholesaling, De- 
cember, 1935. 


Aerial Eliminator 


Designed to operate equally well on 
short-wave receivers down to 80 meters 
and broadcast receivers, this aerial elimi- 
nator is for use in locations where a con- 
ventional aerial is impractical to install, 





for demonstrations and as a test aerial 
for servicemen. The principle of opera- 
tion is to divert radio frequency signals 
from the power supply line to the re- 
ceiver. A condenser, offering a low 
impedance path to radio waves, is tapped 
off one side of the line ahead of the high 
frequency choke, offering an easy path 
through the antenna circuit of the re- 
ceiver for radio signals. The size of the 
condenser has been selected to provide 
the lowest impedance possible to the 
radio signals and at the same time effec- 
tively block the low frequency a.c. line 
current. Continental Carbon, Inc., 13900 
Lorain Ave., Cleveland, Ohio.—Electrical 
Wholesaling, December, 1935. 
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Grounding Accessories 


Quickly installed, these four new con- 
duit grounding items afford secure con- 





nections. The fixture box, designated as 
Type SP-5200B, provides a simple and 
effective method of grounding, and makes 
possible firm mechanical and electrical 
connection between the box and the 
armor. Two of the fittings, designated 
as Type SP-825 and SP-826 and intended 
for 4 and ? in. conduit respectively, are 
equipped with a reversible shackle which 
fits three sizes of water pipe—a U-bolt 
with a wide, flat strap being used to 
make the connection. This affords high 
bonding pressure without injury to the 
pipe and allows the conduit hub to meet 
the pipe at any angle. Type SP-828 
fitting has a connection which firmly 
grips and holds the armored cable. For 
solderless connection of the fittings, the 
wire is simply hooked into the groove 
provided and the lug is screwed tight as 
a bonding washer. For a soldered con- 
nection, the grounding wire is run into 
the soldering lug. General Electric Co., 





Merchandise Dept., Bridgeport, Conn.— 
Electrical Wholesaling, December, 1935. 


Christmas Tree Lamps 


Making possible a variety of deco- 
rative effects, this line of Christmas tree 
lamps includes an electric candle, a 
luminous candle and a pine-cone type. 
The electric candle features a small 
white candle with a tiny electric lamp 
whose filament sparkles with all the 
warmth of the old fashioned tallow 
candle. The luminous candle glows from 
top to base and is made in series and 
multiple. The pine-cone type is made in 
multiple. Various colors are available. 
General Electric Co., Incandescent Lamp 





Dept., Nela Park, Cleveland, Ohio.— 
Electrical Wholesaling, December, 1935. 
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conduit than time saving features 


Pratieleli in 
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can be more 





The most desired qualities of perfect 
conduit will be found in ENAMEL- 
KOTE, GALVAKOTE and ELEC- 
TRICTUBE. 


Speed depends upon the ease with 
which conduit can be handled on 
the job—GALVAKOTE and EN 
AMELKOTE bend, cut and thread 
easily. All threads in couplings 
and on pipe are accurately cut to 


standard gauge 


pLECIRICT BE 


Talk speed on the job to your cus- 
Tell this 
will save them time by speeding up 
Write us for 


tomers them conduit 


conduit handling 
details 
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OPERA BUILDING 
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|tion of the spring forces the cartridge 


Indicating Fusible Cutout 


Fuse outage is indicated by this cutout 
with the appearance of the fuse cartridge 
in a telltale position. Rupture of the fuse 
releases a latch which holds the cartridge 
in position against spring pressure. Ac- 





through a hole in the bottom of the box 
and also breaks its contact with the top 
clip, providing air-break separation. In- 
dication and circuit disconnection are ac- 
complished without exposing the box to 
weather. By inserting the proper fuse 
holder or disconnect blade the cutout can 
be changed from indicating to non-indi- 
cating or straight disconnect switch. 
Available in two ratings for 5,000 or 
7,500 volts. Wet process porcelain door 
and box. Porcelain Products Inc., Park- | 
ersburg, W. Va.—Electrical Wholesaling, 
December, 1935. 





Mercury Lamp Transformers 


With a new type mounting, these 
type “MV” transformers may be in- 
stalled conveniently between a four inch 
outlet box and a_ standard separable 
hood-type fixture of the kind used with 
the new mercury-vapor lamps. Means 


are also provided for attaching a pipe 
extension at either end of the transformer 
to facilitate installations in buildings 
having high ceilings. These transformers 
are furnished in aluminum castings of 
attractive appearance. They are finished 
in black enamel. Upper and lower covers 
of the casting are identical and are 
tapped for pipe connection and drilled 
with holes for attaching either an outlet 
box or hood mounting. Flexible leads 
are provided for connections and the pri- 
mary winding is tapped so that the 


SOLDERINL 
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YAGERS’ [| 
has stood 
the 
Test of 
Time 
















YAGERS 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


1% pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 poundcans... 3.00 ea. 
Less by reshipper cartons. 








Ask for 
FREE SAMPLE 


Alex R. Benson Co. Inc. 
Hudson, N. Y. 

















lamp socket. American Transformer 
Co., Newark, N. J.—Electrical Whole- | 


saling, December, 1935. | 


correct voltage may be delivered at << 





The STANDARD 
of the Electrical 
Industry 


Wolverine Lugs and 
Sleeves are made 
from the best elec- 
trolytic copper with 
every process of 
manufacture under 
Wolverine control. 
The square end de- 
sign of lug gives 
greater contact area 
and better current 
carrying charac- 
teristics. | 
Stock Wolverine 
Products for ready 
acceptance through- 
out the industry. 


WOLVERINE 
TUBE COMPANY 


1141 Central Ave. 
Detroit, Mich. 
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Streamlined Range 


Equipped with a table top, without 
projections or overhanging ledge, this 
“New Era” streamlined range employs 
built - to - the - floor construction. Entire 
body is of steel, welded into one rigid 
piece. Oven temperature control is of 





the new hydraulic bulb and bellows type. 
Contains two large utility drawers and 
an extra large warming compartment, 
controlled by a thermostat and switch on 
switch panel. Appliance receptacle is 
mounted in the back splasher. Has three 
high-speed Calrod surface units and a 
“thrift cooker” using 660-120-100 watts. 
Lower oven unit is rated at 2,900 watts 
while upper unit, for extra high speed 
broiling, employs 2,000 watts. A 500 
watt outer coil in the upper unit is used 
for preheating and for all baking and 
roasting operations. Finished in white or 
cameo ivory porcelain enamel with chro- 
mium trim. Edison General Electric 
Appliance Co., Chicago, [ll—Electrical 
Wholesaling, December, 1935. 


Auto Headlight Bulb 
Differing considerably from other 


headlight bulbs in which the filaments 
are V-shaped and placed one above the 





other, the filaments of these new lamps are 
in bar form and are located side by side 
with one slightly above the other. In 
switching from one filament to the other, 
both headlight beams are shifted simulta- 
neously to the right and are lowered some- 
what. This provides illumination of 
higher intensity along the righthand side 
of the road and at the same time gives 
relief to thé oncoming driver. The new 
bulb is equipped with the now familiar 
pre-focused base. Contacts, however, are 
sO positioned that they will line up only 
in headlamps that have been especially 
designed for the new bulb, known as 
Mazda No. 2331. General Electric Co., 
Incandescent Lamp Dept., Nela Park, 
Cleveland, Ohio.—Electrical Wholesaling, 
December, 1935. 
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BUILDING WIRE 

CONTROL CABLES 

FLEXIBLE CORDS 

LEAD COVERED CABLES 

MAGNET WIRE 

PARKWAY CABLES 

RUBBER SHEATHED CORDS 

SIGNAL CABLES 

VARNISHED CAMBRIC 
CABLES 


WEATHERPROOF WIRE 
and all kinds of Special Cables to 
meet A.S.1T.M.,  A.R.A., 
1.P.C.E.A., and all Railroad, 
Government, and Utility Com- 
panies’ Specifications. 


CRESCENT 


NTT CPT: 


KA — — 


With a 46-year record of performance behind it, CRES- 
CENT stands for Wire and Cable that meet the most 
varied requirements from the finest magnet wire to the 
heaviest types of multi-conductor power cable. 



























wt 


6 Amp. 


VALPARAISO - INDIANA 









Actual Size 
5/3" Thick, 








fevotier 
The Levolier Thin model Switch No. 41 
is an achievement in small switches. 
The above actual size picture shows it 
is not over % of an inch in thickness. 
In spite of its smallness, it retains all 
of the practical characteristics of the 





famous Levolier line. It is the smallest 6 amp. 
switch made. 


At the left are shown six logical uses for this practical 
Levolier, which may be secured in three different stem 
lengths. You’ll make no mistake in ordering these Levolier 
Thin Model Switches. 


| MCGILL 


MANUFACTURING CO. } wsceo=. 
Electrical Specialties of Quality Coteriag Pra 






ESTABLISHED 1 


Box No. 636 
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THERE IS A WIREMOLD ZONE OF USEFULNESS AND F 
PROFIT IN EVERY FIELD OF WIRING PRACTICE! 
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NUMBER 13 OF A SERIES ONNSGH#O@X J WIRING “OPPORTUNITIES 
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ANOTHER EXAMPLE: 


tenements Nem oe mae es 


The WIREMOLD 


Five Way 


REFLECTOR 








See how tt multiplies the 
USEFULNESS of 
LUMILINE LAMPS! 


i run cross sections at right show how 
the Wiremold FIVE WAY RE- 
FLECTOR is installed with Wiremold 
Lumiline Lampholder Bases mounted on 
Wiremold Lighting Strip—to suit the 
requirements on each job! 


easier to sell and please the prospective 
customer—and handle the job at a profit! 


q Another place where Wiremold makes it 











Wiremold HELPS the Contractor 


s 
* 
* 
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THE WIREMOLD COMPANY, Hartford, Conn. 











40 ELECTRICAL WHOLESALING — December 1935 





Among The Trade eee 





By A. B. (BUD) CONKLIN, Jr. 
and 


J. PEARSON GOULD 


P ONCE AGAIN the lovable fellow with 
the large white beard and pleasant face 
is about to drive his reindeer and sleigh 
right smack on the roof of many an 
American home. Manufacturers, whole- 
salers and retailers of appliances are 
doing their level best to have Santa 
leave more electrical merchandise under 
the tree than ever before. Last year 
was great, but from all sources comes 
the news that this season will be the 
“tops” in appliance sales. 


> St. Louis WHOLESALERS had as bad 
a siege during the depression as did 
those in any other highly industrialized 
section, but with increased demands on 
industry they are beginning to see light 
once more. The industrials have been 
installing new electrical equipment to 
speed up production. Included are new 
wiring, new lighting units, motors, con- 
trol and transmission equipment. 


P IN THAT SAME City there has been a 
marked increase in residential building. 
Nothing to cause a great influx of 
tradesmen, still an increase over any 
year of the last five. One frank and 
clear-sighted wholesaler dropped our 
spirits a bit when he said that the elec- 
trical work in one batch of homes was 
pitiful. Few outlets and cheap ma- 
terials, which of course proves that con- 
tractors need still more educating. 


> Leo H. France, reporting on the 
NEWA convention in the Detroit Elec- 
tric Club’s Electro-Gramm for Novem- 
ber, says: “Some of the Detroit whole- 
salers have been under the impression 
they were having a lot of trouble be- 
cause of local competition. After hear- 
ing at Chicago of the deplorable condi- 
tions existing in some other parts of 








” 


+ Poughkeepsie “Mammy Singer. 
Cecil James of the Electra Supply 
Co., rehearses before the radio in 
a corner of the display room. 
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+ Countermen Wear Smocks at 
the Quincy, Ill, branch of the 
Crescent Electric Supply Co. The 
gentleman in the middle, Ken Rose, 
took time from his pricing to stand 
with Russell Thomas, left, and Joe 
Kaessen. 





the country, especially in New York, 
they decided that Detroit was heaven.” 


P LiGHTING FIXTURES and appliances 
seem to be in the van in the revival of 
business in the Pennsylvania district. 
Churches particularly, appear to have 
recovered from their financial troubles 
and are spending money for redecorat- 
ing and relighting. Lamps are moving 
well and the “pin-’em-up” type is find- 
ing particular favor. The Graybar 
house in Reading reports a special cam- 
paign on this type, promoted by the 
local utility, is going over well. Over 
in Lancaster the Raub Supply Co. is 
particularly encouraged over their ap- 
pliance sales. 


> A suRE SIGN of greatly improved busi- 
ness is the complaint from many 
quarters that manufacturers are falling 
behind on deliveries. This seems to be 
particularly true of wire and cable. One 
Eastern wholesaler reported that he had 
to wait weeks for a shipment of this 
type of material and then had to be 
content with about half of his order. 


> AnD Now as it is our last chance— 
a merry, merry Christmas to our friends 
in the electrical wholesaling industry. 








+ A Talk by H. J. MacInnis, mer- 
chandise department, General Elec- 
tric Co., St. Louis, on the merits of 
his new mixer was interrupted for 
a minute. Manager, A. L. Theo- 
bold, of the Springfield, Ill., branch 
of General Electric Supply Corp., 
has one of the appliances on his 
desk. C. A. Nevins, counterman, 
and R. Evans, warehouse man com- 
plete the audience. 





HELP YOUR CUSTOMERS 


INSURE SAFE WIRING 
IN HAZARDOUS LOCATIONS WITH 


APPLETON 
EXPLOSION-PROOF 
UNITLETS 


The full requirements of the Under- 
writers’ Laboratories are met by Appleton 
Explosion-Proof Unilets. Actual experi- 
ence in hazardous locations has shown 
them to be 100 percent effective in remov- 
ing the danger of detonation of explosive 
gasor dust. They efficiently protect lives 
and property—and decrease insurance 
rates. 


Appleton Explosion-Proof Unilets are 
made of malleable iron for sturdiness and 
complete safety. The cadmium finish 
serves to make them rust resistant — 
insuring long and satisfactory service. 














Type “EVA” 
Explosion-Proof 
Lighting Fixture 

(100 and 200-Watt) 








Type “HMSC” Ex- 
plosion-Proof Motor 
Start 


er 
(Local Control) 


Bulletin No. 1003 contains essential 
information for wiring in hazardous loca- 
tions—a valuable selling aid to every 
jobber salesman. It lists the oe 
many types of Explosion- = 
Proof Unilets that meet every 
wiring need. Write for your 
copy today. 

Sold Through Jobbers 





Type “‘CPSIC’’ 
Unilet Complete with 
Lift Cover (Closed) 





APPLETON ELECTRIC COMPANY 
1734 Wellington Ave., Chicago, U. S. A. 





Type “‘EFSC’’ Motor Con-2 
trol Push Button Station® 


New York—76 Ninth Avenue Los Angeles—340 Azusa Street 
Philadelphia—401 North Broad Detroit—7621 Woodward Ave- 
Street nue ; —~ 
San Francisco—655 Minna Street St. Louis—420 Frisco Building 


APPLETON 
Explosion-Proof 


UNILETS 


Reg. U.S. Pat. Off. 





MDS Series Explo- 
sion-Proof Unilets 
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50 Amp. 
SYNCHRONOUS 
TIME SWITCH 





A thoroughly reliable, high quality time 
switch that will give many years of de- 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 

Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 











305 EAST 451n STREET, 


new YorK a 


Agents Everywhere 












ade Bulletins 





o 


| 
|Air Conditioning—A 12-page illustrated 
|brochure, No. 1999, “Air Conditioning 
'Brings Health and Comfort to the 
|Home,” prepared for residential pros- 
| pects.—Westinghouse Electric & Mfg. 
| Co., Mansfield, Ohio. 

| Brushes—Loose-leaf, pocket-size cata- 
|log containing data on those types of 
'carbon brushes in most general use for 
lindustrial and domestic appliances.— 
|Ohio Carbon Co., 12,508 Berea Road, 
| Lakewood, Ohio. 

Conduit—‘“‘The Greatest Pipe Show on 
Earth,” a 16-page, two-color folder list- 
ing and describing various types of tubu- 
lar products manufactured by Republic 
and its subsidiary, Steel & Tubes, Inc.— 
Republic Steel Corp., Advertising Dept., 
Massillon, Ohio. 

Connectors—An 8-page, illustrated bul- 
letin covering the construction, uses and 
economies of the “Servit” line of cable 
connectors.—Burndy Engineering Co., 
305 East 45th St.,. New York City. 

| Demonstration Antennae—A /7-page 
| mimeographed bulletin describing “Taco” 
|store demonstration antenna systems for 
|all-wave radio receivers.—Technical Ap- 
|pliance Corp., 17 East 16th St., New 
York City. 

|Electric Kitchens—Bulletin MK-3145, a 
|24-page brochure, illustrated in colors, 
discussing planned kitchens and _ the 
FHA modernization program.—West- 
|inghouse Electric & Mfg. Co., Mansfield, 
Ohio. 

Indirect Lighting—Brochure in colors, 
describing the “ParCo” line of stream- 
lined, indirect luminaires and _ replace- 
ment units —The ParCo Co., 12 Waverly 
Place, New York City. 

Office Equipment—‘“Business Short Cuts 
—The Book of Modern Methods’—a 
150-page, illustrated, pocket-sized book- 
let showing applications of the Address- | 
ograph to selling, shipping, billing, ac- | 








+ At The Door of his shiny new 
Dodge stands F. P. Walter, of St. 


Louis. It takes good, hard shekels 
to buy new cars, so we can assume 
that the agency business is good. It 
must be good for others in the elec- 
trical business too as agents make 
money from wholesalers’ orders, 





Simple and Effective 
"aa 


SOLDERLESS LUG” 





@ The ILSCO Solderless Lug not only provides 
an effective mechanical and electrical connection 
— = so simple in construction that anyone can 
apply it. 


Serrations assist in gripping wires—stranded 
wires are forced into a solid mesh. 100% sal- 
vage value—each lug takes care of various size 
wire—low cost. 





Ilsco solder lugs show the size of the largest 
wire they will take. 





Wholesalers shoyld write for complete data and samples 
of ali Ilsco Products. 


ILSCO COPPER TUBE & PRODUCTS, Inc. 
5629 Madison Road Cincinnati, Ohio 








NATIONALLY ’ ADVERTISED 
NALCO CANDLE FLAME LAMPS 


are creating new profits for 
alert jobbers everywhere. Order 
in a display carton of 25 
lamps for inspection and trial. 
No charge will be made against 
your account should you decide 
not to keep them. 


Show the samples to dealers, 
decorators, hotels, churches, 
mortuaries, and other large 
buyers. Nalco advertising is 
reaching these as well as 
home owners. 
and profitable. 


We want jobbers to follow in- 
quiries our advertising is de- 
veloping. Act now—order a 
carton of assorted tint candle 
flame lamps on approval. 


NORTH AMERICAN 
ELECTRIC LAMP 
COMPANY 


Sales are quick 


1151-B §S. Broadway 
St. Lowis, Mo. 























who in turn sell . . . oh well. 


controlled 


SWITCHES 


Ask Headquarters 
The TORK CLOCK COMPANY, Inc. 
Mount Vernon, New York 
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FULLMAN 


Home of 


QUALITY FLOOR BOXES 
AND WIRING SPECIALTIES 





NO. 252-R TWO GANG BOX 


Two gang Adjustable Floor Box with No. 
208 Receptacle in one section. One cover 
plate with 2” Flush Brass Plug and the 
other cover plate with 2” Flush Brass Plug. 





Sectional view of 


Showing the No. 295 No. 295 Nozzle 


Nozzle Mounted on showing brass ar- 
Cover of Wo. 130 mored attachment 
Adjustable Floor Box. Plug. 





FULLMAN MFG. CO. 


Sr 








| SALING, 330 West 42nd St., 





+ A Genuine Veteran of the whole- 


field: Edward J. (Eddie) 
Jeep, salesman for Barrett Electri- 
cal Supply Co., St. Louis. Everyone 
in the electrical business in that 
Sart of the country knows ‘Eddie’ 
as he has been in the field about 30 
years. During that time he was 
with Commercial Electric as city 
sales manager, manager of Manhat- 


saling 





tan Electric, then to Graybar, 
Habirshaw Wire and now with 
Barrett. 

counting, collecting and disbursing.— 


The Addressograph Co., Euclid P. O., 


| Cleveland, Ohio. 


Packaging—“Blue Book of Packaging,” 
|an 8-page, illustrated bulletin, describing 
| the use of wire-tying machines for fastening 
cartons, crates, cases, coils and bundles. 
—The Gerrard Co., 2915 West 47th St., 
| Chicago, Ill. 


| Refrigeration—“The Why 
| Electric Refrigeration,” Bulletin MGA- 
fate 20 pages, illustrated, by J. H. 
A shbaugh, chief refrigeration engineer, 
Westinghouse Electric & Mfg. Co., 
| Mansfield, Ohio. 





Classified Ads 


| Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 

Payment in advance is required for ad- 
| vertising in this column. 





| Lines Wanted 


| Established Sales Agency is interested 
|in taking on representation, on a com- 
mission basis, of a reputable manufac- 
|turer’s product that can be sold to elec- 
|trical wholesalers and manufacturers in 
ithe Middle West territory. Office and 
| warehouse maintained in Chicago. Ad- 
dress Box 121, ELectrricaL WHOLESALING, 
}330 West 42nd St., New York City. 





| Manufacturer’s Agents: Fifteen years 
| contact in New York metropolitan area. 
| Large following among industrials, laun- 
idries, hotels, and marine trade, 


and contractors 


| engineers 


Address Box 122, ELEctricAL WHOLE 
New York City. ! 
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and How of | 





desire | 
| additional mechanical or electrical prod- | 
}uct of reputable manufacturer. We are | 


backed up 

| with a shop and capable sales organiza- | | Mathias & Sons 
tion with regularly circularized wae Established 185/ Chicago. II] USA 
hist. 


3200 BELMONT AVE 





Anyi 


Every 


DEALER 


Can Sell 
IKCLEINS 


New packaging — new displays 
—still the old Klein quality! 
Every dealer should stock Klein 


Pliers. Electricians — radio and 
appliance service men — good 
mechanics — __ every 


man who appreciates 
good tools will use 
nothing but 
Klein Pliers. After 
checking the 
“want list’ be 
sure to mention 
Kleins — stand- 
ard of quality 
“since 1857.” 












Distributed 
through 
jobbers 
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The Irons That Will Sell 


ADVERTISERS’ 
INDEX 


Appleton Electric Co 


A 


eee eee een rer eee 


Arrow-Hart & Hegeman Electric Co., 








ESICO ELECTRIC SOLDERING IRONS 






































THE REASON... Esico’s handsome 
chromium trimmed 15” x 18” display 
board! It sets on the counter—hangs 
on the wall—makes any window spar- 
kle—and watch it ring your cash reg- 
ister! Dealers will be surprised how 
soon (and how frequently) they’ll 
hear the request, “Let me see one of 
those Esico Irons!” 

WHOLESALERS who carry ESICO 
Electric Soldering Irons are cashing in 
on the new Esico merchandising plan. 
Let us send you complete information 
abdut our cooperative merchandising 
plan. A FREE display is yours upon re- 
q x 

Specify Esico Industrial Electric Soldering 
—— for your industrial supply depart- 
ment. 


ELECTRIC SOLDERING IRON 3» Inc. 





T 
342 West 14th Street, New York 

















SHERMAN RIGID GROUND FITTINGS 


SOLDER AND SOLDERLESS 


This Fitting is manufactured in a manner 
which provides absolute protection to the 
ground wire connection. Made with a heavy 
cast brass soldering lug which allows a soldered 
or a solderless connection. Adjustable to 
any position, easy to install as clamping 
screws need not be removed. Pipe clamp 
may be reversed 
for use with ground 
rod. 

Send for Bulletin 


No. 12 Describing 
Complete Line. 


Sold Thru Jobbers. 


H. B. SHERMAN 


GF 5 FITTING FOR 
RIGID CONDUIT 
Approved 


























MFG. CO. 
BATTLE CREEK, 
MICHIGAN, 
THE Ge 
ORIGINAL uy SOLDERING y 
SOLDERING | trans 
PASTE SS IT) 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine 
reputation and costs no more. Stock 
it with confidence—it’s approved by 
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Back Cover 
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North American Lamp Co..........- 
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Plymouth Rubber Company, Inc. 


Inside Back Cover 


ADDITIONAL PROFITS 
in CANADA 


with reduced tariff 
on electrical goods! 


Canada now offers unusual profit pos- 
sibilities, due to commercial treaty re- 
cently signed. A New York firm with 
branches in Canada established over thirty 
years covering entire Dominion—special- 
izing in electrical goods is interested in 
securing a limited number of additional 
lines. Write for details, 


Box 120 Electrical Wholesaling 
330 West 42nd St., New York, N. Y. 








A “Best Seller” 





Verified Directory 
of 
Electrical Wholesalers 
Ninth Edition 


(Completely Revised) 





Order from 


The Electrical Trade Publishing Co. 
330 W. 42d St. New York City 








CONEX 
BAKELITE 
CONNECTOR 


CONEX leads the field because 
it offers more without additional 


SIMPLEX 
PORCELAIN 
CONNECTOR 


America’s first and foremost 
porcelain connector. Two handy 
sizes. Write for samples. 


Weiss & Biheller Merchandise Corp. 
584 Broadway New York, N. Y. 

















Underwriters’ Laboratories. 


BURNLEY BATTERY & MFG. CO. 
North East, Pa. 
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| Greetings 


and best wishes to 
our wholesaler friends 





PLYMOUTH RUBBER COMPANY. Inc. 
_ CANTON, MASS 
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MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. 


CANTON, MASS. U.S.A. 


y) Wa 
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Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, »  » MASSACHUSETTS 











FUSES MADE = 


& 
fe) 
Up 


One for the sales Talk 


When the caps are drawn up tight in 
renewing a 3 to 60 ampere size BUSS fuse 
there can be no twisting or bending of 
the link that might injure it. 


One end of the link is held rigid in a 
slot. The other end is held 
by the washer against the 


aya 
side of the square opening. 


On the other hand, in 
many fuses the washers are 
free to rotate and will turn 

as the caps are screwed down. 
This will cause the link to 
twist. Usually the weak spots 
will be injured and the link 
will not carry its rated cur- 
rent. A useless shutdown is 





almost sure to result. 


Doesn’t this point of superiority in 
BUSS construction serve to illustrate the 
thoroughness with which BUSS fuses have 
been designed to eliminate needless blows 
and useless shutdowns? 


Ss 
PRINKLER + 












BUSS super-lag FUSES 












PUT THIS IDEA TO WORK FOR YOU 


Many fuse users fail to realize that fuses have a responsibility out of all 
proportion to their small cost. They forget that upon the fuse depends 
the safety of electrical equipment, and frequently the protection of the 


plant against fire or the protection of the workers against personal injury. 


When a fuse blows to protect it means saving the user real money. On 
the other hand, when a fuse blows needlessly and shuts down a circuit the 
cost of the interruption may run anywhere from a few dollars up to hun- 
dreds of dollars, depending on what the circuit is being used for and how 


many workers are depending upon it. 


Years ago Buss recognized this situation and began designing fuses that 
would not blow needlessly. Today you have this thought crystallized in 
a few words for your ue—FUSES MADE TO PROTECT—NOT TO 
BLOW. 


Tied in with this thought is a question that will make any user of fuses 
stop and think. It is—‘Your sprinkler heads don’t open needlessly—why 
should your fuses?” 


In your personal sales work if you keep those two thoughts in mind it 


will help you build sales on Buss fuses. 


In addition you will be taking advantage of all the thousands of Buss 
messages that are appearing in magazines every month and are being read 
by the people you sell to. 


This new idea is yours to use. It should help you to get the 
buyer to act. And after all, unless the buyer gets into action, 
you don’t get the order, your house doesn’t make the profit, ad 
nobody is benefited. 


BUSSMANN MANUFACTURING CO., 2536 W. University St., St. Louis, *'° 


A division of McGraw Electric Company 
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